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1—SWINGING SAM- 
PLER, holds 100 brush- 
es from 3-Point Line. 


2—COUNTER SAM- 
PLER, holds 67 brush- 


| es from 3-Point Line. 


3— VARIETY VEND- 
ERS, in eight different 
groupings from 3- 
Point Line. 
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ONLY 26 NUMBERS, ONLY SEVERAL SQUARE FEET 
YOUR BRUSH DEPARTMENT...CONDENSED, COMPLETE 


Good things come in small packages! True too, of 
Wooster’s 3-Point Merchandising System. Here are 26 
numbers that have led the sales parade of all our brushes, 
now offered as a simplified, condensed line in itself. They 
come in your choice of three types of tested selling 
displays, keep your entire stock right before the buyers, 
sell brushes easier and faster. Have your jobber salesman 
show you how the Wooster plan, with small stock and 
small investment, gets you the cream of brush profits! 


THE 3-POINT MERCHANDISING SYSTEM 


for selling 


WOOSTER == BRUSHES 


THE WOOSTER BRUSH COMPANY 





WOOSTER, OHIO 
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BIG NEWS is on 
the way! We are 





now preparing an 





announcement of vital interest to 
everyone in the hardware trade... for 
NATIONAL HARDWARE WEEK — 


and every week. 


You will get the complete story in a 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONNECTICUT, U.S.A. 





APRIL 20, 1939 








two-page spread in colors in the 





May 4th issue of Hardware Age (and 










May issues of other hardware trade 


magazines). 


Watch for the big event! Be quick to 
take advantage of it. It brings you 
one of the most attractive offers we 


have ever released to the trade! 


3 
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39th B8t., New York, N. Y. Entered as second-class — March 24, 1983, at the Post Office at Philadelphia under the Act of March 8, 1879. (Printed in U. 8. A.) 
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GEM sists 


MAKE 2 IMPORTANT ANNOUNCEMENTS 
EFFECTIVE MAY I5', 1939 















2~108. 


PRICE MAINTAINED IN ALL FAIR TRADE STATES - 
M ELAD 
if tw ” 


EF eee ee, 
Starting May 1, millions of shavers who RD 
spend only a dime for blades can buy gen- {' 717 ' ; 





uine Gems! The biggest ad campaign in 
Gem’s history will continue to make Gem 
Micromatic Blades the best-known, best- 
advertised single edge blade. 2 for 10¢ is 
the Fair Trade price on the new package. 
You pay only 70¢ a card of 10 packages. 








Gem Division, American Safety Razor Corporation 
Brooklyn, N. Y. 


Te 


FAIR TRADE MINIMUM 23¢ 


Starting May 1, you can sell genuine Gems at 5 for 
25¢ (Fair Trade minimum of 23¢). But right now 
you can buy Gem Micromatic Blades at the new low 
retailer’s price of $1.75 a card of 10 packages and 
sell at the currently prevailing price. This means 
big extra profits from now till May 1. 
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FAN-FORCED WARMTH— 
it's the last word in scien- 












LISTEN 


ABSOLUTELY QUIET — 


it's so silent you can't hear 











SMART STYLING — 
it's America’s most beautiful 









ance 


—the revolutionary new EVANOIL for °39 — the last word 
in scientific modern heating. Evanoil Reversed Forced-Air Circula- 
tion —Floor-Level Warmth—Fingertip Control of Heat—Humidified 





Air —Clean, Carefree Heating —Summer Cooling! That's the “high- 
spot” picture of this greatest of all heaters. 

Smartly styled, low-boy models — equipped with sensational, silent 
“Synchro-Float” suspended fan. Heat in surging volume — without 
a whisper of noise. An amazing new kind of heat for all-over comfort! 
Evanoil takes waste heat from the ceiling. puts it to work at floor 


level. Chases drafts from floors and chills from corners. Recirculates 


the air in the average six-room home every few minutes! Convenient, 
go, Oe, 4 / 


front panel, fingertip control! 
And a host of other outstanding 
features! 

In 1939, 400,000 heaters of this 
type will be sold, according to an 
impartial survey. That’s big busi- 
ness—and big money —for alert + 
dealers! Choose wisely! Choose 
Evanoil, the heater that is first with 
Reversed Forced Air, first with 
Floor-Level heat, first in the profit- 
opportunities it offers you for 1939! 

Mail the coupon for complete 


information. 





A SIMPLE DEMONSTRATION 
seis tHe EVANOIL 


'ANOIL DIVISION, Evans Products Co., all 
10 , Detroit, Michigan = coal 


‘Send complete information on Evanoil "Forced-Aire” Heaters and Soles Plan. 
(J Dealer Franchise (3) Distributor Franchise 
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Some Exclusive Distributor Territory Available. 
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THE POPULAR 


$29.95* 


East of Rockies* 


GENERAL @ ELECTRIC 


With 16 Cleaner 


Sales Speeding Features 


Convincing counter-high demon- 
stration. 

Conserves counter space (occupies 
only one square foot). 

A revolving mirror speeds demon- 
stration. 

Built-in lighting effects. 
Self-contained power connections. 
Actual moving demonstration of 
brush. 

Full cleaning operation on a rug, 
with reduced noise. 

Separate convenient control switch. 
Supply of 3 dirts in handy canisters. 
Lighted magnifying glass. 

Special carpet swatch. 

Feature demonstration card. 
Booklet pocket. 

Permanent identification. 

Proof by performance at your finger 
tips. 

Permanent time-saving demon- 
stration. 


and here's 
THE NEW 1939 CLEANER LINE 





THE SPECIAL 


$34.95* 


East of Rockies* 


THE DE LUXE 


$44.95* 


East of Rockies* 


THE POPULAR 
Motor-driven brush @ Light 
weight © Easy-to-empty dust- 
proof bag ® Foot-operated 
nozzle adjustment @ Long ru 
ber cord and unbreakable plug 
@ G-E 310-watt Universal motor 
e No oiling required © Rubber 

per © Easy, efficient attach- 
ment connection @ Underwrit- 
ers’ approval @ G-E Guarantee 


THE SPECIAL 

(In addition to features of the 
Popular”) @ Fully tufted motor- 
driven brash @ 3-point adjust- 
ment to take up brush wear @ 
Longer rubber-covered cord 
with unbreakable plug @ Cord 
strain relief @ Foot-operated 
handle lock @ Foot tabs on bag 
—for easier emptying @ Over- 
sized rubber bumper @ Lower 
furniture clearance @ Modern 
design © Approved by 
Housekeeping Institute 


THE DE LUXE 
(In addition to features of the 
other two models) @ Spotlight for 
dark corners © Sturdy stream- 
lined construction ® Lower fur- 
niture clearance ® Automatic 
mercury switch—no parts to 
wear ® Pistol-grip handle— 
hollow to hold dust cloth ¢ Rub- 
ber-mounted brush — adjust- 
able to any point © Motor con- 
denser eliminates radio noise 











THE TIDY CLEANER— 
$18.95* 





MOTOR-DRIVEN BRUSH 


G-E MAGIC DEMONSTRATOR | 











HAND CLEANER— $16.95* 


[ 


FLOOR CLEANER 
ATTACHMENTS — $9.95 * 














. 





HARDWARE AGE 

















HERE'S THE WAY TO SET UP 
A COUNTER DISPLAY TO 
SELL MORE G-E BULBS 








DISON MAZDA lamps deserve a well-located, well- 

planned display in your store because . . . G-E 
bulbs are preferred by two out of three customers .. . 
are nationally advertised . . . are of highest quality... 
are a repeat item that brings in additional sales and 
customers. 


Here’s how you can set up a proved, tested counter 
display that will help sell more Edison MAZDA lamps: 


THEY STAY 
BRIGHTER 


Longer! 
y 





Pe 


1. Line the bottom of the bins with white paper, card- 
board or oilcloth to make the bulbs look whiter and 
cleaner. 


2. Use higher glass at each end of the counter for 
feature bins of popular sized bulb. 


3. Display bulbs in bulk with identifying price cards 
at back .. . carrying both price and brand identification. 


4. Regular 11”x 14” or 14”x11” feature price cards 
should be used at the back of the feature and bins. 


5. G-E’s lighted demonstrator makes an attention- 
attracting feature for the counter and permits quick 
testing of bulbs. 


ADDED SALES HELPS: Use spotlights or special counter lighting 
fixtures to make your bulb counter bright and attractive. Try 
using flashing bulbs on extension cords under your bulk dis- 
play of bulbs .. . especially in the feature ends. 

Feature current General Electric magazine advertising at your 
bulb counter whenever possible. This lets customers know you 
are carrying these nationally advertised bulbs. For further sell- 
ing ideas for G-E bulbs, write to General Electric Co., Dept. 
166-HA-D, Nela Park, Cleveland, Ohio. 


GENERAL @ ELECTRIC 
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Your Profits Go Up! 
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Facts Every Hardware Merchant Should Know: 





OU DON’T HAVE TO handle an insect 
spray that is sold at profitless prices 
in every local store. 
Sell Bug-a-boo. It pays a profit. 
Bug-a-boo works quickly and surely. 
It’s more powerful than most insect 
sprays. You’ll find it moves fast. 
Catchy advertisements tell its advan- 


TWO MORE 
BUG-A-B00 












BUG-A-BOO MOTH CRYSTALS 
These are pine-scented crystals, 
ready-packed in an attractive va- 


izer, or i . Hung in a closet, 
MONEY-MAKERS mac ge Pip cae 


that kills destructive moth worms. 


WC 
| 9 i G’BYE 
Sse ca Boys! 
SF , 
VA Te IT’S 
9 


tages to readers of leading magazines. 


Bug-a-boo sales have grown by leaps 
and bounds. And dealers are making 
proper profits. Start getting these profits 
yourself, Arrange for a supply of Bug- 
a-boo from your wholesaler, or address 
nearest office of Socony-Vacuum Oil 
Co., Inc., or affiliated companies. 





BUG-A-BOO GARDEN SPRAY 
Kills or controls insects found on 
flowers and shrubs. Highly concen- 
trated, 4 oz. make 12 to 18 gallons 
of spray. When used as directed, it 
is harmless to humans or pets. 
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THE INSECT SPRAY THAT PAYS A PROFIT 
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Ww” waste profits selling some- 
thing “just as good” to the 


customer who wants the finest hose 
he can buy? 
Why waste time trying to “trade 


up” the customer who admits that 
he wants an inexpensive hose? 


Stock all six lines of Goodyear 
Garden Hose and you'll be able to 


give every customer the hose he 
wants at the price he’s willingto pay. 


All of which simply means more 
sales, more profits for you—and more 
satisfaction for your customers. 


And every Goodyear Hose —at its 
price and for its purpose — is the 
best your money — or your cus- 
tomers’ money—can buy. Each is 


/ ofl 
a, Mf “i —) thie, 
on 


~~ 





_ gMOOTHLY 


THROUGH THESE SIX LINES 


armored with a tough cover of 
specially compounded rubber. 
Each is reenforced with a heavy, 
cotton-cord carcass. 


There’s still time to get all the 
summer hose profits coming your 
way —if you’re quick! Get the full 
details of Goodyear’s Garden Hose 
proposition 


EMERALD CORD* HOSE —The finest lawn 3 SUPERTWIST* CORD HOSE—A light- 5 PATHFINDER* LAWN HOSE—High quality 


hose made. Green cover, double braided, 
high quality cotton-cord reenforcement. 


WINGFOOT* SUPERTWIST CORD HOSE— 

Although less in cost, this hose closely ap- 
proaches the high quality of Emerald Cord Hose. 
Brown cover; two braids of Supertwist cord. 
Light and easy to handle. 


APRIL 20, 1939 


weight yet extremely durable hose that even 
women and children can handle easily. Brown 
cover. Made with a reenforcement of the famous 
Supertwist cord. 

GLIDE* LAWN HOSE—A good hose at a 

moderate price. Ribbed red cover. Molded 
hose, reenforced with heavy double braided 
cotton-cords. Also available with black cover. 





at low price. Green cover. Heavy, single- 
braid, cotton-cord reenforcement. Also furnished 
with black cover. 
6 OAK* LAWN HOSE — Designed expressly 
for the low-price market. Single-braid 
cotton-cord reenforcement, corrugated dark 


brown cover. 
*Trade-marks of The Goodyear Tire & Rubber Company 


RUBBER 
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DISTRIBUTORS - DEALERS 


IMAGINE a genuine air-conditioner that can be 
offered to the public at only $139.50! Imagine a 
deluxe unit, with every proven refinement, at only 
$169.50! Here is your opportunity to cash in. 
Order now for big “hot weather” sales! 

These units, proven in use by thousands of 
owners, are made by Gale Products, a division of 
Outboard Marine & Manufacturing Co., known 
throughout the world for their precision-builc 
products —which include Johnson Sea-Horses, 
Evinrude and Eito Outboard Motors, 


Check these Deluxe Features 


eh —— jon Disposal 
@ New Cool Air Grille with Adjustable Deflectors 
@ New Fresh Air Iniet with Spun Glass Filter 


@ New Stale Air Exhaust. Operates Simultaneously 
with Cooling 


@ New Two-Way Control for Filtered Air Circulation 
the Entire Year 


@ New Thick Acoustical Liner for Quiet Operation 
@ New Improved Weather Visor 
@ New Positive Window Mounting Lock 


@ New Quick Installation — Cabinet Mounted in Win- 
dow, Then Unit Slides Into Cabinet 


@ Full 4000 6. T. U. Capacity — Cooling Equivalent of 
650 Pounds of ice Per Day 








STANDARD oe] 2S) 43 
MODEL MODEL 








Her é wt is / The Gale Space Cooler, a genuine air-condi- 
tioning appliance. A highly developed, compact, powerful electric 
air-conditioning unit of 1/3 horse power. 


It cools, filters, circulates, dehumidifies. It exhausts stale air. No 
plumbing required. No special wiring. Just plug it in. Fits on 
any window sill. Requires no floor space. 

The air-conditioning appliance that is priced to make volume sales. 
Proven design that has met the real test of public acceptance and use. 


MARVELOUS DEMONSTRATOR. Hot, sticky weather makes pros- 
pects by the thousands. Doctors, dentists, lawyers — clubs, hospi- 
tals, hotels —'in addition to home installations. Write for details. 


Monmouth Boulevasd MOY PPTER ID PETTEE 


400 Monmouth Boulevard 
4 a 
Division of Outboard Marine & Manufacturing Co. VILLA NA AE SALES / 










Galesburg, Illinois 
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THE QUALITY LINE that you can sell at di- resale for $109.50 to $159.50 (7.4 cubic foot 
rect-from-factory prices. Models to satisfy all model). And the sensational Gale-buile White- 
requirements. hall Line with Dulux exterior, porcelain interior 

A Deluxe Line, packed with today’s finest sales and other quality features, to sell at resale from 
features, priced to sell at resale fot $129.50 to $77.95 to $99.95 (6.2 cubic foot model). Write 
$179.50 (7.3 cubic foot model). A Standard for full details on the Gale Refrigerator set-up. 
Line, quality buile throughout, priced to sell at You'll be amazed! 
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For OIL, GAS, Or ELECTRICITY—a full line of modern 


a5, : Florence Ranges in each field. For Florence dealers, serving any 
e. or all of these markets—outstanding national advertising with 
. point-of-sale displays and literature that attracts customers and 
- helps the sale. 

5. In every line there are striking new models, styled to the 


queen’s taste, and finished in lustrous white porcelain. Depend- 
able heat is assured—in Oil with powerful wickless “Focused 
Heat” kerosene burners; in Gas with “Focused Heat” ring-type 
burners for manufactured, natural or bottled gas; in Electricity 
with Chromalox 5-heat units. The ovens are big, porcelain 
finished, fully insulated with rock wool, and easily regulated. 


Thermostats, gas cocks, timers, clocks, lamps, and other acces- ¢ 


sories are of the best. 


You sell dependable Florence quality and extra value with os 


every model. That’s why you can sell more Florence Ranges— 


satisfy more customers—show better profits all year. We 


FP REWSE RANGES 


EVERY FUEL - A MODEL FOR EVERY POCKETBOOK 








FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, 
Mass.; Western Offices and Plant, Kan- 
kakee, Ill.; Sales Offices: 1475 Merchan- 
dise Mart, Chicago; 45 E. 17th Street, 
New York; 53 Alabama Street, S.W., 
Atlanta; 301 N. Market Street, Dallas; 
and 2730 16th Street, San Francisco. 
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tohoxe PERFORMANCE 
\FIRST! 

















Mii ilk Y Myers have been manufacturing water sys- 
“ ' tems for many years. Their experience over 
this long period of time emphasizes more than 

ever the importance of water system performance. 


aE oe 
faailinne 


When a home or farm with a water system wants 
water for any purpose the water system is called 
upon to supply it. Through and through quality, 
adequate capacity, extreme operation economy. 
Users find Myers Water Systems to be durable and 
dependable and ready for service wherever and 
whenever water is needed. 


This is why Myers are seeking alert, aggressive 
dealers to sell and install Myers Water Systems. 
Deolers who recognize the importance of quality 
and adequate capacity. Dealers who desire to im- 
prove their business and increase their profits. To 
all such dealers the Myers line offers unlimited op- 
portunities for water system sales in suburban and 
rural sections, in towns and cities, or elsewhere. 


Know the full meaning of Myers performance by 
writing us for catalog and complete information. 


THE F.E.MYERS & BRO.COMPANY 
ASHLAND, OHIO. 


ii uvens OUurtat— ~ 


OUMPS WATER SYSTEMS - ERS 




















FIG.2700 a 
FIG.3014 FIG.2510 FIG. 3012 


MYERS WATER SYSTEMS 
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“LETS LOOK AT 
THIS FENCE WHEN 
WERE /N TOWN 
TODAY" 


HERE’S a real wealth of dealer helps available on U-S-S Products— 
fence, barbed wire, posts, roofing, poultry netting, and a lot of other 
U-S-S products you sell. 

In our big advertising program on these famous U-S-S Products we are 
telling your customers to buy from their local dealer. And the surest way for 
you to get their business is to make good use of the many sales helps we 
offer. Ask your jobber, or write us, for sales helps and ideas that will help you 
get a bigger share of the business in your community. 


DEALER HELPS on-U°S°S Products 


~ wea 








will bring business to your store 


Cash in on the customer preference 
for these well-advertised products: 


AMERICAN FENCE AND POSTS 
STORMSEAL ROOFING 
TENNESEAL ROOFING 
U-S-S ROOFING & SIDING SHEETS 
AMERICAN LAWN FENCE 
CYCLONE LAWN FENCE 
GATES AND FITTINGS 
AMERICAN BARBED WIRE 
HEX-CEL POULTRY NETTING 
PROTECTOR POULTRY FENCE 
STRAIGHTLINE POULTRY NETTING 
AMERICAN FUR FARM NETTING 
CYCLONE SCREEN CLOTH 
CYCLONE HARDWARE CLOTH 
CYCLONE BURNER BASKETS 
BLUE BONNET BALE TIES 
NAILS, TACKS AND STAPLES 
CLOTHES LINES 
AMERICAN STEEL & WIRE COMPANY, Cleveland, Chicago and New York 
CARNEGIE-ILLINOIS STEEL CORPORATION, Pittsburgh and Chicago 
COLUMBIA STEEL COMPANY, San Francisco 
TENNESSEE COAL, IRON & RAILROAD COMPANY, Birmingham 


United States Steel Products Company, New York, Export Distributors 


UNITED STATES ST#EEL 















Allso available in 
a 21 inch model 
at $98.50 


Write Today 
for Further 
Information 


TORO MANUFACTURING CORPORATION 


MINNEAPOLIS MINNESOTA 








ORDER THE NEW JUN/OR 
SALES MAKER-NOW 
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WHAT GOES 


ON HERE? 
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THE UNIVERSAL FINISH 
FOR ALL ENAMELING 
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Profi Pr ey, 


A NEW PRODUCT BY 


awe Brothers 


pens Makers of “a Paints 
\ PLAX and Varnishes Since 1870 


WE! * 








THERE’S ONLY 

ONE OFFICIAL 

FATHER’S DAY 
POSTER 


This Is It! 


a 















Created by America’s 
Famed Poster Artist 


Housed Chendler Chrisey 









Tus inspired paint- 
ing is the crowning 
achievement of How- 
ard Chandler Christy, 
America’s foremost de- 
signer of stirring, ac- 
tion-getting, response- 
producing posters. His 
posters have played an 
important role in Lib- 
erty Loan, Red Cross, 
the Will Rogers Me- 
morial, and many oth- 
er campaigns. Now his 
genius goes to work to . 
get business for you! Dl ; % 
NO OTHER Father’s ; es — 
Day a 































Posters will be Pate Se ee Pee ae 
used. Order NOW! Copyright 1939, National Council for the Promotion of Father’s Day 


NATIONAL COUNCIL FOR THE PROMOTION OF FATHER’S DAY 


Is a non-profit cooperative organization for 
the upbuilding of Father’s Day observance 
This is YOUR Council . .. Representing and Endorsed by Every Industry! 














William H. Weintraub, RADIO TOILETRIES 
Chairman Henry C. Bonfig C. 8. Welch 
Co-Publisher = Esquire R. C. A. Mfg. Co. Ine. “woilet. Goods Association 
stn Ee cSIDEN Ss 
Alvin Austin, Executive my . TRADE PUBLICATIONS 
| passer} Associated Merchandising Corp. pert Bacharach 
Lee Bristol RETAILERS a — Aa Reporter 
1. Immerman a 
Bristol eT GOODS Astoclated. Men's Wear Fairchild Publications 
“Rational, Retell Dry Goods Assn. ea enna ASSOCIATIONS 
CTRICAL C. R. Palmer Men's Accessory Association 
i. W. } “Cluett Peabody & Co., Inc Nat’l Photographic Dealers Assn 
General Electrie Co. ; Nat’! Chain Drug Store Assn. 
HAT ei 6x. a bey 2 Ls 8. Jr. Chamber of Com- 
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= te Ine. L. B. Ice ‘ Natl ‘Aen. of Greeting Card 
HOSIERY Wilson ‘Sporting Goods Co. my ‘Guild 
mA TOBACCO Nat'l Shoe Retailers Assn 
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William D. MeNeil—Amer. Retail Tobacco Dealers of 
National Retail Jewelers Assn. A™erica, Inc. CANADA 
LEATHER GOODS Joseph Kolodny Geo. 8. Hughman 
National Association of Tobacco Deminion Seoretary Retail Mer- 


FATHER'S DAY WILL BE BIGGER 


SPECIAL 


6-Color Combination Offer 
For Limited Time Only 
I POSTER 


25”x36”—6 colors—Mounted on board 
and easled 


I DISPLAY CARD 
11”x14”—6 colors—Mounted on board 


2 STREAMERS 


8”x21”—6 colors—Unmounted for 
window pasting 


4 Pieces in All For Only 


$ PER 
SET 
Each piece includes a reproduction of Howard 


Chandler Christy’s magnificent, original 
painting “Father's Day” 

BUY THIS POSTER ... To help your own Busi- 
ness, because helping Father’s Day in general, 
you help yourself, in particular. 

DON’T DELAY ... Only by ordering NOW can 
the committee make advance commitments. . . 
and commitments must be made in advance or 
they cannot effectively be made at all!! 


USE THIS ORDER BLANK TODAY! 


National Council for the Promotion of Father’s Day, 
32 East 57th Street, New = City 
Date: 
Please send us FOB New York, ee ready, TOTAL 
the followin 
Sets of Combination Displays, at $2 


EACH SET CONSISTS OF 
1 ay iy 25x36—6 Lm ey se on Board, Easled) 
i DISPLAY CARD 11x14—6 colors—(On Cardboard) 
2 STREAMERS 8x21 — 6 colors — (Unmounted for win- 
dow pasting) 


per set 


4 PIECES IN ALL (No choice of units available. 
Packed and sold only these 4 pieces to a set.) 


Also (Optional) send u 
: . Thousand Package. Stickers, 
2x8, at $2.00 per M.......... 


Enclosed is check....Money Order... .for $ 
NAME swe : 

ADDRESS 
ATTENTION OF 


in 3 colors, size 
‘a es 












Robert Roifs 
Amity Leathers Products Co. Distributors, Ine. chants Assn. of Canada 





NATIONAL COUNCIL FOR THE PROMOTION OF FATHER'S DAY 
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1937-38 DEALER 
Nation-Wide Prefer 
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P , | , | . HERE ARE 
I at ead Pte. MW x OUR REASONS: 


1. The ONLY Nationally-Adver- 
tised Line. 
2. Better-Known By Sportsmen. 




























ard 3. Bigger Demand. 
4. : Nationally-Known Quality 
ne. 
ard 5. Good Profit—Easier to Sell. 
6. Complete Line That Satisfies 
Any Trade. 
or 
) 
™'y | There's REAL PROFIT FOR YOU 
oward 
In This Line That SELLS! 
Busi- Take the easy way to sell Camp Stoves 
neral —just demonstrate the simple facts 
P about the well-known, yx Coleman: 
‘‘Fold up and carry any Coleman Stove 
WV can like a suitcase! Set it up and be ready 
bus ¢ to cook in 30 seconds! The high-power 
ice oF wind-proof burners light instantly, cook 
like city gas! That’s why they’re 
faster and cook better. They make 
y! and burn their own gas.”’ 
as And remember, Mr. Dealer, with the 
i : Coleman line you can satisfy your trade QUALITY LANTERN LEADER 
| = ee — —— —— Instant-Lighting! < 
urner models, 3-burner models, oven / higg* " 
ei modelswhatever type they need fora pcan 
oe ee See oe ee ee FLOODLIGHT the whole camp site! 
: . . i i ] , epee 
of | Complete Line of 2- and 3-Burner in $-bumer hot plates, built-in oven enon Ne eae, S- 
§ ' Models—Retail Prices Low As range. Ask your jor ber now for rices self-cleaning tip. Kerosene or gaso- 
| and discounts on this easy-to-sell line! line models, starting as low as $3.96.” 
| ; a 95 THE COLEMAN LAMP AND STOVE CO. It’s nationally advertised, too. It’s 
Wichita, Kans.; Chicago, lll.; Philadelphia, Pa.; easy to sell, and is the biggest selling 
se : & Los Angeles, Calit. lantern of its kind! lie 
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"ae otaus Tie-Out or Picket Chains sell fast in the 
springtime. That’s good reason for you to put out 
a display of these popular chains where your 
oe customers tan see them—and to suggest them as 

a timely purchases. You will be more than repaid in 
“3 sales for the little effort this costs you. 

@ the time in which to make profit- 
aTenso Porch Swing Chains, 
‘Well and Swing Chains, 

Kickers, ACCO No. 8 
Dog and Halter 
i\Trace Chains, 
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WATERBURY'S 100 Ft. REELS and 
“HAY ROPE” packages introduced 
“packaged rope” to the Hardware Trade after nearly two 
years of actual store-testing in key locations. These tests 
established the 100 ft. unit reel as the proper package and 
length to increase dealer sales and profits by meeting con- 
sumer demands. “Hay Rope” lengths were also tested and 
proven. WATERBURY’'S exclusive features mean maxi- 
- mum customer convenience, minimum dealer handling. 


Only Quality Rope Can Stand The Test Of Displays 


oe WATERBURY has packaged only fine 
sa quality pure manila ropes, branded 
with distinctive markers and carry- 
ing the manufacturer’sname through 
to the consumer. WATERBURY “Blue 
Marker”, finest industrial and marine 


















the Farm”, displayed on the “Rope 
Retailer” will help you sell more of 
these quality products in all rope 
sizes. Jobbers carry complete stocks 
of Waterbury Ropes in packages 
and standard coils and half coils. 


Quality Ropemakers for Over 123 Years! 


WATERBURY 


401 PARK AVE., SROOKLYN, N. ¥. 
* 


A NATIONAL HARDWARE 
WEEK “Natural”! Ask your 
Jobber Salesman for details! 







PATENTS 
PENDING 


TOP AWARD — All-America Package 
Competition, 1938. Awarded to WATER- 
BURY “Rope Retailer” and 100 Ft. Reels 
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Informal Editorial Comments 








Store Traffic: 


The one important result that 
should come from National Hard- 
ware Week is increased customer 
traffic for retail hardware stores. 
That is the main objective of the 
entire program, and it is the most 
vital present and future problem 
of the hardware business. The hard- 
ware store is blessed with an op- 
portunity to handle a wide variety 
of goods, of both an essential and 
demand nature, which is part of 
the basic requirement for encour- 
aging store traffic. All goods are 
more easily sold where other 
kinds of goods are available for 
sale—if at the right price, in the 
right selection and accompanied 
with the right kind of efficient ser- 
vice. It is equally important that 
hardware men remember to direct 
their thinking and their selling at 
the women folks of their commun- 
ity, not alone during National 
Hardware Week but all through 


the entire year. 


Last Call :— 


This issue brings to a close our 
series of feature announcement 
articles on the special merchan- 
dise and many selling aids avail- 
able to retail hardware stores for 
participation in the 1939 National 
Hardware Week promotion, May 
6 to 13, 1939. Manufacturers are 
providing a wide variety of spe- 
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cial assortments, special display 
ideas, announcement cards, na- 
tional consumer and radio adver- 
tising. Wholesalers are prepared 
to carry through, helping dealers 
take full advantage of this entire 
campaign. There are window dis- 
play and interior streamers, with 
cards and pennants, all designed 
to provide uniform advertising 
appeal at the point of sale—in 
retail hardware stores. There are 
auto bumper streamers for sales- 
men of wholesalers and retailers 
and many other “plus” helps such 
as the complete original window 
display suggestions by HARDWARE 
Ace. At this juncture about all of 
the possible preliminary work has 
been completed by manufacturers 
and wholesalers. From now on to 
the actual week, the thinking, the 
activity and successful culmina- 
tion of National Hardware Week 
rests largely with the retail hard- 
ware merchants and their sales 
staffs. What they now do will tell 
the story and will make of this 
promotion idea either a huge and 
howling success or a dismal fail- 
ure. Results are never automatic. 
The promotions that have been 
developed and are in process can 
only lead and start the ball roll- 


by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 


ing. The real job is hard work, in- 
tensive and aggressive selling in 
retail stores by retail hardware 
sales people. 





W omen’s Trade: 


There is a difference of opinion 
on the percentage of total retail 
purchases made by the women- 
folks. Well-known research 
sources do not agree whether it is 
80 per cent or 85 per cent or 
somewhere between the two. This 
seems like a trivial difference of 
opinion but to scientific merchan- 
disers and distributors whose 
business runs into the millions, a 
few points of percentage are im- 
portant. Whatever the precise fig- 
ure—between 80 to 85 per cent— 
it is completely apparent that all 
students concede the great bulk of 
all retail purchasing is done by 
the fair sex. Therefore, the great- 
est effort must be made to woo 
women shoppers to hardware 
stores. We all know that women 
are natural shoppers and buyers 
and are often very critical and 
difficult to please. Yet if they are 
our collective majority customer 
we must learn to please them with 
our services, our assortments, our 
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The Choice of the MAJORITY: 


@ That's why there’s a continuous demand for the Marshalltown XtraLite. It was the FIRST 


Finishing Trowel with a light weight aluminum mounting — first with a long mounting with 10 
rivets — first with a wide thumb rest and comfortable handle. And, today as always — first in sales. 


Brick Layer’s Pointing Margin : “ 
Trowels Trowels Trowels ‘od * eo 
s 


Write for Catalog of Complete Line 


MARSHALLTOWN TROWEL CO., MARSHALLTOWN, IOWA 
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prices and the kind of stores that 


.will attract their interest and 


their patronage. In marked con- 
trast with their well-known, hard- 
boiled shopping traits, women are 
yet rather illogical and inconsis- 
tent in their appraisals of values 
when some other factor such as 
color, style, pattern or conveni- 
ence enters the horizon of their 
buying considerations. Even so we 
must get the women’s trade in 
hardware stores. 


Feminine Viewpoint :— 


Many hardware stores have 
found it highly desirable to em- 
ploy at least one woman on the 
sales floor to specialize in the 
housewares department and to 
bring to the store’s sales planning 
an accurate and authentic femi- 
nine viewpoint. Other dealers de- 
pend largely on their own obser 
vations or on the helpful advice 
they can glean from wives, sisters 
or daughters. In my travels it is 
increasingly apparent that the 
growing stores, in small or large 
communities, are hiring women 
for sales work and in all cases that 
I have been able to check, sales- 
women increase the sale of goods 
bought by the fair sex and usually 
saleswomen are able to step-up 
sales, make the second related sale 
and generally improve the annual 
housewares sales volume. They 
are more tidy than men, help keep 
the store clean, make displays 
more attractive and have a natu- 
ral instinct for keeping their 
stocks in good condition. They 
watch their color arrangements in 
displays and have a practical ex- 
perience background that facili- 
tates their actual selling on items 
used in cooking or general house- 
keeping. I freely predict that 
there will continue a marked in- 
crease in the hiring of women in 
hardware stores and am certain 
that this will be a great help in 
building more women’s trade for 
the hardware merchants. 





Demonstrations :- 


An important factor in attract- 
ing women’s trade is a schedule of 
frequent demonstrations. Women 
like clubs, lectures, and other 
gatherings. They have a strong 
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sucial or herd instinct and are 
easily encouraged to attend a 
demonstration on paints, cooking, 
washing machines, refrigerators 
and other major appliances and 
can be further encouraged to 
bring their friends. The depart- 
ment stores have long used this 
strategy to bring people into their 
stores and thus expose them to 
display promotion, etc., that help 
increase business. In this issue, 
starting on page 31, Lucille Schus- 
ter contributes a most helpful. 
practical article, based on her own 
extensive and successful profes- 
sional career as a consulting dem- 
onstrator for National Enameling 
& Stamping Co., Milwaukee, Wis. 
As a speaker she is widely sought 
for the information and advice 
she can render to retail groups. 
Her story is worthy of careful 
reading and consideration. She 
talks from the knowledge of meth- 
ods that have made profitable 
sales volume among women cus- 
tomers. 


“Not a Defense” :— 

Every salesman has experienced 
a painful wait on the “mourner’s 
bench” wondering if the man he 
wants to see has been informed of 
that desire and wondering if he 
has been forgotten. Sometimes the 
person assigned to the information 


desk is anything but helpful, 
friendly or cooperative. She seems 
to be a barrier between buyer and 
seller and the delays that are 
caused by this procedure help keep 
up the high costs of doing busi- 
ness. Here and there the opposite 
kind of experience is as refresh- 
ing as a spring breeze. In such 
cases the information clerk acts 
as though she wants to help sim- 
plify business and make it easy 
for the caller to see his prospect. 
Such is the spirit expressed in a 
little sign that hangs in the wait- 
ing room of the Minnesota Mining 
& Mfg. Co., St. Paul, Minn.. which 


reads :— 


“We try to cooperate with our 
friends in saving their time. 
Please do not hesitate to ask 
how long it will be before you 
can see your man or ask a sec- 
ond time if necessary. We don’t 
like to be kept waiting ourselves. 
Our information desk was estab- 
lished for cooperation and not 
as a defense.” 

This is the proper attitude and 
whenever encountered is genuinely 
appreciated by salesmen. After 
all, every business firm wants its 
own salesmen treated with consid- 
eration and so, like charity, such 
good practices should begin at 
home. 


Fair Trade Legislation :— 


Fair trade laws are now in effect in 44 states (Alabama is 
the latest convert), and the laggards, Vermont, Delaware, Texas 
and Missouri, are all meditating adoption. That would seem 
to make it unanimous, but three states are thinking about 
repeal of their Fair Trade Laws; these are California, Colorado 
and Connecticut. The Tydings-Miller law, giving federal sanc- 
tion to state enactments, has few friends in Washington. The 
President signed it grudgingly; the Federal Trade Commission 
doesn’t like it. The Temporary National Economic Committee 
is going to be very critical when it gets around to the matter. 
The Act may be repealed. Observation of the operation of such 
statutes in New York and New Jersey leads to the conclusion 
that they work very well when the manufacturers are in earnest 
about it, but often they (the manufacturers) are not, really. 
Some of them must eat their cake and have it, too. Others 
have had chaotic conditions to contend with and are making 
progress. So long as most trade-mark owners are doubtful or 
indifferent, the whole thing remains in the experimental stage, 
or at best is a minor influence on business-at-large, confined 
mostly to the luxury and vanity trades (including patent medi- 
cines, which might be described as the hypochondriac trade). 


By Witson OLIver. 
Oliver Brothers, Inc. 
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By ADON H. BROWNELL 


Chapter 49—Advanced Course 


Special Hardware for Public Buildings 


N this chapter we will discuss 
a number of items which are 
manufactured for specific uses 
in various types of buildings. As 
none of these items requires a com- 
plete chapter, | postponed com- 
menting upon them until we had 
concluded our discussion of those 
items which required a detailed 
description in separate chapters. 
I have according|y looked 
through my library of hardware 
manufacturers and here are the 
items I found which, | think, might 
be well worth your study: 
Starting at “A,” 
a catalog devoted to airport door 
hardware. Most builders’ hard- 
ware engineers have very little op- 


I came across 












































Fig. 2—Bank 
time lock. 








portunity to furnish the hardware 
for airport doors. These doors 
have to be high enough and wide 
enough to permit the entrance of 
an airplane. I have never had 
the privilege of furnishing the 
hardware for this purpose, but. 
when I read this particular cata- 


Airport, 
Columbus. 
Ohio. 


log, | decided that if such a job 
ever came my way that I would 
know what to do. 

In the first place, I would call 
for help. The factory engineer 
would guide me before I would 
put in a bid and I imagine you 
would want to follow the same 
procedure. Several of the large 
manufacturers, such as Richards- 
Wilcox, Coburn and Allith-Prouty 
make this line of equipment as 
may many others I do not know 
about. Fig. 1 shows one eleva- 
tion of airport doors. 

Then I came across two catalogs 
from Sargent and from Greenleaf. 
One was on bank locks and an- 
other on prison locks. Yale & 
Towne, I believe, also make a sim- 
ilar line, but I did not happen to 
have their catalog on these items. 





Fig. 3—Dead locking spring 
bolt prison lock. 
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Fig. 4—Coupon booth door holder. 


If you really want to see some 
intricate locks just take up the 
study of bank locks or prison 
locks. It is a line though, I be- 
lieve, with little play in the ex- 
perience of a builders’ hardware 
engineer. However, Fig. 2 will at 
least illustrate what I mean on a 
bank lock, while Fig. 3 shows a 
prison lock. ; 

Then I ran across a device for 
coupon booth doors in a_ bank 
building. This particular one, 
shown in Fig. 4, is from the cata- 
log of P. & F. Corbin. Similar 
ones are made by other manufac- 
turers. This device holds the door 
open to the degree shown in the 
cut, indicating that the booth is 
ready for use as well as giving 
ventilation while it is unoccupied. 

In among my Corbin catalogs 
I also found a folder for special 
hardware for metal cabinets. This 
folder was full of special items for 
this purpose. Fig. 5, for an ex- 
ample, showed a tee handle and 
lock with a three-point catch. It 





No. 5—Tee handle and lock 
with three-point catch. 
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is only one of many items manu- 
factured for metal cabinets. 

From the Norton Door Closer 
Co. I have taken Fig. 6 which 
shows a coupon booth closer with 
holder device. This type of closer 
is also made by several manufac- 
turers. 

The proper lock for coupon 
booth doors is shown in Fig. 7 
taken from Russell & Erwin Mfg. 
Co. catalog. They also make a 
unit lock for coupon booth doors. 
This lock contains an indicator so 
that when the client leaves the 
booth the attendant can examine 
the booth to be sure no valuable 
papers have accidently been left 
behind. After such an examina- 
tion the attendant throws the in- 
dicator back and the booth is 
ready for the next client. Other 
manufacturers make similar locks 
as well. 

Next, I came across the Knape 
& Vogt catalog with a most com- 
plete line of showcase hardware. 
We have given some attention in 
previous chapters to some items 








Fig. 7—Coupon booth door 
lock with indicator. 





Fig. 8—Drawer slide. 


of showcase hardware, but a more 
complete study of this subject 
from one of the catalogs of manu- 
facturers of this type of hardware 
will stand you in good stead. 

Among the many items in that 
particular catalog was a drawer 
slide, shown in Fig. 8. On large 
drawers which are apt to be heav- 
ily loaded, a drawer slide, or at 
least drawer rolls, are essential 
for providing easy operation and 
add many dollars to the sale of 
hardware. Always try to get them 
specified. 

Many lodge buildings, _ state 
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Fig. 9— 
Masonic 
emblematic 
push plate. 
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capital buildings and some office 
buildings require special em- 
blematic designs, such as is illus- 
trated in Fig. 9. This one is taken 
from many such designs in the 
catalog of Yale & Towne. 

Fig. 10 is a monogram knob 
from the catalog of the Norwalk 
Lock Co. Nearly all lock manu- 
facturers make a wide variety of 
monogram door knobs. Frequently 
in residence work the owner will 
want his initials on the knobs or 
at least on the front door knob. 
This means more “plus” business 
for you. 

Fig. 11, showing various types 
of lock strikes from the Sager Lock 
Works catalog, is worth your 
study. Sager, in the front of its 
new catalog, has done a most 
creditable job of giving general 
builders’ hardware information 
and this particular illustration 
clearly pictures the different types 
of lock strikes manufactured by 
nearly every lock manufacturer. 

In this connection, let me _re- 
mind you of what I said in a much 
earlier chapter regarding lock sets. 
One of the best indications of a 
qualified builders’ hardware engi- 
neer is his ability to furnish the 
proper length lip on the strike to 
fit the details of the job. The lip 
should extend only 14 in. beyond 
the jamb in most cases. 
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Practically nothing has been 
said throughout the entire three 
courses about sliding door locks, 
so perhaps it will be well to close 
this chapter with some discussion 
on that subject. 

You will remember that I did 
mention sliding door hangers and 
track for sliding doors in resi- 
dences, and at that time stated that 
the use of this type of door had 
passed largely from the picture. 
This, however, is not entirely the 
case. Fig. 12 shows a standard 
sliding door lock set from the cat- 
alog of Sargent & Co. which is the 
type made by most of the manu- 
facturers. 

In banks and other public build- 
ings you will often find much 
heavier doors requiring cylinder 
sliding door locks. Fig. 13, from 
the catalog of the Lockwood Hard- 


dns 


Fig. 12—Locks for single 
and double sliding doors. 





ware Mfg. Co., shows the type | 
mean. Sliding door details must 
be checked with extreme care. 
Usually these doors have chafing 
strips or stiles of unusual construc- 
tion. Not only must the lock fit, 
but the flush pull cups as well. In 
other cases a plain sliding doo 
pull, such as is shown in Fig. 14, 
in the edge of the door and a flush 
cup on the face without keyhole. 
does the trick. 


Fig. 11—Various kinds 
of strikes for locks. 












Fig. 13—Cylinder sliding door lock. 


Fig. 15 shows an unusual in- 
terlocking sash lock. This is man- 
ufactured by the Detroit Hardware 
Mfg. Co. which makes a complete 
line of this interlocking hardware 
with sockets, hangers and pulls to 
match. This company also has 
an unusual lock for the so-called 
store door lock which operates 
with a drop ring whereby you lift 
the ring to retract the latch bolt 
instead of turning it. This elim- 
inates the breakage of spindles. 
For rooms which are air-condi- 
tioned there has been a demand for 

(Continued on page 30) 








Fig. 15—Interlocking sash device. 
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Pertinent suggestions 
for those who are 
planning to visit the 


New York World’s Fair 


during the coming 


months of 1939 


ANY hardwaremen will 
visit New York City to 
attend the 1939 New 


York World’s Fair—some of them 
for the first time in their lives. 
With the opening of the Fair on 
Sunday, April 30, 1939, New York 
City will play host to larger 
crowds than ever before in its his- 
tory. These crowds will severely 
tax all housing facilities’ and the 
presence of wall kinds of people 
will make it very difficult for 
strangers to obtain adequate 
credit facilities. To our friends in 
the hardware industry, who in- 
tend visiting New York during the 
period of the Fair, we strongly 
urge prompt inquiry as to sleep- 
ing quarters and quick action to 
assure themselves of obtaining 
adequate credit facilities. 

Under normal conditions New 
York City is a busy and crowded 
city, with seemingly unlimited 
hotel facilities, but the unusually 
heavy crowds that will visit the 
city during the Fair give every 
indication of causing a shortage 
of rooms. Whether you plan to 
use hotel rooms, furnished apart- 
ments, rooms in private homes. 
rooming houses or boarding 
houses, now is the time to make 
your housing arrangements. Even 
lodgings of the most modest type 
will be difficult to obtain and those 
that are available will soon be 
offered at a premium. Prices of 
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many rooms have already been 
advanced and there are indica- 
tions that further increases are 
quite possible. Now is the time 
lo reserve your rooms in order to 
assure yourself of accommoda- 
tions and to enable you to take 
advantage of prevailing room 
rates. It will obviously be a mat- 
ter of “first come—first served.” 

To provide information as to 
rooming facilities and rates, the 
Fair has a Department of Housing 
and Welfare, located at The Ad- 
ministration Building, World’s 
Fair, New York City. Informa- 
tion as to rooms may be obtained 
by writing that agency at the 
above address. Later a Housing 
Authority will be set up—under 
direction of the City of New York, 
under the auspices of various civic 
organizations or under the joint 
supervision of both the city and 
the civic units, to provide data as 
to rooming facilities. Information 
services will be operated in Penn- 
sylvania Station and in Grand 
Central Terminal for visitors dur- 
ing the entire period of the Fair. 

Even after you have solved the 


The Perisphere 
and Trylon are 
symbols of the 
Fair and “World 
of Tomorrow” 


Courtesy New York 
World’s Fair, 1939 


problem of lodgings during your 
visit to the Fair there is the all- 
important matter of adequate 
credit facilities. Many hardware- 
men have credit cards for New 
York hotels. Others have banking 
facilities in the city. Since large 
crowds bring all kinds of people, 
hotels will be more particular than 
ever before about extension of 
credit and about cashing checks, 
except for rather limited sums. 

Those who do not have credit 
cards and have no connections in 
New York City would do well to 
obtain travelers’ checks, to take 
care of their financial require- 
ments while at the Fair, or ar- 
range for needed credit through 
a local home bank. 

The Fair is several miles from 
Times Square, the heart of New 
York City, and may be easily 
reached by railroad, subway, ele- 
vated lines and buses. As roads 
to and from it will be constantly 
jammed by heavy traflic, visitors 
might do well to park their cars 
in parking spaces or garages near 
their rooming place, using public 
conveyances to and from the Fair. 
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A good example 
of a Kollmeyer 
display which 
combines major 
appliances and 
lower priced 
merchandise. 





Uses 
Mass Displays 


to Help Sell 
Major | 


Appliances 


The Kollmeyer Hardware Co., Fremont, 
Neb., has increased its business in 
these lines by using this methoa 
in the store and in window displays 








TTRACTIVE window dis- 
A plays, outside salesmen, 
mass displays of appli- 
ances, newspaper advertisements 
and graphic demonstrations of 
“what makes the wheels go ’round” 
are the more important aids used 
by Kollmeyer Hardware Co., Fre- 
mont, Neb., to sell electrical re- 
frigeration, washing machines and 
a wide variety of ranges and 
stoves. That Carl Kollmeyer’s 
methods are right is proved by the 
fact that sales for major appli- 
ances in January and February of 
this year were well ahead of 
sales for the same period last 
year. 

Because there’s a real profit and 
good volume available in the 
merchandising of refrigeration, 
ranges, stoves, washing machines, 
ironers and radio sets these major 
items are shown right up in the 
front of the store. Says Mr. Koll- 
meyer, “We believe in mass dis- 
plays of refrigerators to show 
people in Fremont that we’re real- 
ly in the refrigerator business. I 
believe firmly in concentrating on 
one good line and getting all the 
help possible from distributors 
by having our men attend their 
meetings on refrigerator selling. 
Manufacturers’ salesmen come to 
our store from time to time to 
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show our salesmen the features of 
the lines we sell.” 

Near the entrance to the store 
is a mechanical demonstration of 
the working principle of the re- 
frigerator offered by the company. 
But, says Mr. Kollmeyer, “De- 
scribing mechanism alone won't 
sell customeys on the appliances 
you have. You have to know 
about the finish and other features 
of the line. We have one refrig- 
erator of each quality operating 
all the time. If you open a re- 
frigerator that is in operation 
prospects will carefully examine 
the inside of it. Although we try 
to get prospects to look at the 
higher quality model we first try 
to find out the price they are will- 
ing and able to pay.” 

Since a satisfied owner of an 
appliance bought from the store 
will tell her friends about the ad- 
vantages and features of any new 
appliances she buys, the store 
makes sure that every refrigerator, 
washing machine, range or stove 
is thoroughly tested out before de- 
livery. “Every refrigerator is 
delivered absolutely cold and with 
ice cubes in the cube trays,” says 
Mr. Kollmeyer, “so that the cus- 
tomer can get immediate service 
from the machine. This service 
pleases the customers and cuts 
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down on complaints. Most people 
who have just bought an electric 
refrigerator will carefully time it 
to see how long it is using current 
and how long the current is off. 
If, when the refrigerator is in- 
stalled, it has to operate for a 
long time in order to get suffi- 
ciently cold for satisfactory service 
the customer is liable to make a 
complaint. A week or two after 
delivery of any major item the 
salesman who handled the transac- 
tion visits the customer to make 
sure the appliance is satisfactory 
in every respect. This policy often 
results in our getting the names 
of customers’ friends who have 
seen the new appliance and have 
indicated some degree of inter- 
est in it. 


The firm shows 
its major appli- 
ances near the 
front and every 
appliance bears 
its price tag. 


“We don’t do any cold canvass- 
ing because we make note of the 
comments of visitors showing in- 
terest in appliances displayed in 
the store. We follow up _ these 
prospects. Customers who have 
bought major appliances from us 
will tell their friends about them, 
thus adding to our prospect lists. 
Servicemen making repairs at cus- 
tomers’ homes tell us what appli- 
ances are in use and which ap- 
pliances need replacement.” The 
Kollmeyer store goes after sales 
for refrigerators in a variety of 
sizes, but it is the 6-cubic foot 
model, averaging $190.00, that is 
the best seller. 

Although the general policy of 
the store, in the sale of major ap- 
pliances and radio sets, is to try 





The Kollmeyer Hardware Co. 


Usually devotes one of its windows to a display of 
major appliances and makes effective use of manu- 
facturers’ display material whenever possible. 

Suggests extra sales by including dinnerware, cook- 
ing utensils and similar items in these displays. 

Advertises frequently in local newspapers making 
use of copy and mats furnished by manufacturers. 


Never lets the public forget major appliances. 


















































to limit payments to 18 months, 
payments may be spread over 
24 months. The store finances 
some paper received on deferred 
payment transactions, but also 
makes use of the services of a fi- 
nance organization on other time 
payment sales. In all instances, 
where time payments are allowed, 
title to the appliances remains in 
the company’s hands until com- 
plete payment has been made. 
Trade-ins are accepted on appli- 
ances when the merchandise is of 
sufficient value to enable its resale. 
Refrigerators, ranges and ironers 
taken as trade-ins are put in good 
working order, cleaned and, in 
some instances, refinished to put 
them in sufficiently good condition 
to make them attractive to those 
interested in purchasing used 
equipment. 

Carl Kollmeyer, who is imme- 
diate past president of the Ne- 
braska Retail Hardware Associ- 
ation, has associated with him in 
his store six men and one girl. 
Two of the men devote their time 
chiefly to outside selling, the other 
four men being primarily inside 
salesmen. Any of these men who 
gets a lead on an appliance sale 
is permitted to visit the customer 
and is given the use of a coupé 
used by the store for just such 
calls. All members of the store 
staff are salaried employees, but 
bonuses, given from time to time, 
provide a real incentive for the 
closing of contracts on major 
lines. These bonuses are based 
upon the store’s general sales vol- 
ume and the individual’s own sales 
record. All calls, on major ap- 
pliances, made by salesmen affili- 
ated with the Kollmeyer store are 
recorded on a special form indi- 
cating the name and address of 
the prospect and the prices and 
types of lines in which the pros- 
pect has shown interest. 

The store frequently uses news- 
paper advertisements, including 
illustrations and copy supplied, in 
mat form, by the manufacturers of 
the appliance lines sold. These ads 
and attractive window displays 
constantly remind folks in Fre- 
mont and the vicinity that the store 
is prepared to serve their needs 
for a variety of household appli- 
ances and radio sets, as well as 
cream separators. Both display 
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windows are changed every week 
and most of the time at least one 
window is devoted chiefly to major 
appliances. Typical of the appli- 
ance windows used by the Koll- 
meyer store is the one previously 
illustrated. Effective use is made 
of manufacturers’ display material. 








All Retail Sales 





ARE MADE ‘TO WOMEN 





Extra sales are suggested by the 
inclusion of dinnerware, cooking 
utensils and other household ne- 
cessities. 

Electric refrigerators, electric 
ironers and washing machines are 
displayed in the front of the store 
and along both walls. Stoves and 


ranges—for natural gas, electric. 
oil and coal operation are also 
displayed along the walls. Dis- 
plays of dinnerware, cooking uten- 
sils, etc., near the major appli- 
ances are a good strong bid for 
those volume-building extra sales 
that any store needs. There are 
always at least eight different mod- 
els and sizes of electrical refrig- 
erators on display in the store as 
well as demonstration materials 
provided by the manufacturer. In 
addition, there are shown right 
next to the refrigerator lineup 
radio sets, ranges, stoves and 
ironers. At least 13 stoves and 
ranges are usually displayed in the 
showroom. 

In addition to offering good va- 
riety and excellent quality in its 
appliance lines the store uses other 
ideas as a bid for customer friend- 
ship. Washing machines and re- 
frigerators are serviced by the 
store and when a customer’s ap- 
pliances are being repaired the 
store loans a trade-in appliance to 
the customer until her own has 
been repaired. This service is 
also offered in the case of electric 
irons. As a further good will and 
traffic builder the firm uses water- 
cooled, air-conditioning equip- 
ment to make the store a comfort- 
able place in which to shop during 
the warm weather. 





Taking the Mystery Out of 
Builders’ Hardware 


(Continued from page 26) 


a sash lock which could be locked 
tight with a key. Fig. 16 shows 
such a sash lock which is made by 
the Payson Manufacturing Com- 
pany. 

When we come to Chapter 59 | 
shall continue the presentation of 
interesting unusual items. 

This brings us to the close of 
our study of hardware for public 
buildings and I hope it has been 
as interesting to you in reading 
as it has been to me in writing 
about these different types of 
buildings. 

In the next chapter we will dis- 
cuss an increasingly important 
part of the education of a build- 
ers’ hardware engineer—the sub- 
ject of Federal Specifications. Be- 


cause of the growth of Federal 
work and the increasing use of 
Federal numbers, we believe that 
you will find that this chapter will 
he of decided assistance to you. 





Fig. 16—Key-operated sash lock 
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Pay envelopes find their way 
into the hands of the women. 





Increase Sales of Housewares 
ant Home Appliances 


By LuciLLe SCHUSTER 


Consulting Demonstrator 
National Enameling & Stamping 
Co., Milwaukee, Wis. 





LUCILLE SCHUSTER 


APRIL 20, 1939 


by making your store a shopping 
center for women—the purchasing 
agents of the American family 


r JHE hardware store like the 

barber shop was at one 

time considered strictly a 
man’s establishment. Hardware 
store operators did not welcome 
the woman into their place of busi- 
ness any more than she was 
welcomed into the barber shop 
before bobbed hair became a 
vogue. This was undoubtedly a 
natural development of the times. 
The pioneering America was 
growing and building. The pio- 
neer farmer made infrequent trips 


to his marketing center and due 
to the time ‘involved usually made 
the trip alone. He did the bar- 
tering of his products either with 
direct trade deals, with due bill 
transactions, and only very in- 
frequently with cash transactions. 
The woman was needed on the 
farm to “look after things.” The 
man was the purchasing agent for 


the family. 
Hardware in those days meant 
what the term infers — heavy 


building materials, fencing, nails 
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tools, and farm machinery. La- 
bor-saving devices for the home 
and kitchen were unknown, many 
of the items actually being of 
home-made construction. Time has 
brought about many changes. The 
kitchen and the home has be- 
come more than a place to eat 
and sleep. Labor-saving devices 
have received a great deal of at- 
tention from the manufacturer 
who saw a retail market in elimi- 
nating housekeeping drudgery. In 
rural areas women and children 
are the bartering members of the 
family and the man, just as in 
the city, has been required to 
spend more and more of his time 
in production. 

The once secluded woman of 
the household, with few outside 
interests, now spends 80 cents 
out of every dollar you men are 
able to produce. The women are 
now the purchasing agents of the 
American family. Your thinking 
and your merchandising efforts 
must be directed to our attention 
if you are interested in getting a 
part of the 80 per cent of the 
nation’s spendable income. The 
women spend 80 cents out of 
every dollar of the family’s in- 
come whether they live in metro- 
politan areas or in rural areas. 
May I suggest that you check 
yourselves and some of your more 
familiar men customers as to how 
long it has been since you or they 
bought a new shirt. Even when 
you buy a suit of clothes the pur- 
chasing agent usually puts her 
stamp of approval on it before 
you complete the transaction. 

But, what are you going to do 
to get the women of your trading 
area to think of your store as a 
place to shop when a new item 
in home equipment is needed. In 
the simplest terms, the secret of 
making sales lies in exposing your 
merchandise to those who do the 
buying. The answer to the best 
ways of exposing your merchan- 
dise may be found in studying 
the procedure of department 
stores who are generally known 
to have done an outstanding job 
of selling their place of business 
as a shopping center for women. 

I have demonstrated in all 


types of stores and it has been 
my experience that the most suc- 
cessful 


housefurnishing depart- 
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ments are those in which you will 
find standard brands of merchan- 
dise with complete assortments. 
In those stores that carry a dozen 
different manufacturers’ lines in 
a specific product without having 
a complete assortment of any one, 
women seem to become suspicious 





June is not the only 
month for brides! 





Marriages in percentage 
of total annual 
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February ........ 6.1 
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Oe Seer * 11.6 
aD aE ee 8.1 
NE ese Pacer 10.0 
September 10.0 
senses nuh 9.5 
November ....... 9.0 
December ........ 9.0 





of the prices they pay for what 
they buy. On the gontrary, wo- 
men have confidence when they 
see a complete assortment of a 
specific line and are usually 
pleased by knowing that they can 
find the item which they are look- 
ing for in that department. They 
come back for additional items 
once they have established a brand 
preference in their household. 
The merchant that carries the 
complete line usually gets a more 
satisfactory mark up and _ takes 
less mark down than when many 
lines, many brands, and many 
price structures conglomerate his 
department. 

In addition to establishing a 
line within your department, it is 
necessary that you operate with 
strict stock control of that line. 1 








have lost many sales by being un- 
able to fill an order on a fast 
selling item because my employer 
has failed to watch his stock prop- 
erly. I have even had store man- 
agers refuse to order selling items 
that were out of stock because 
“We have too much money tied 
up in that line now.” It always 
seemed to me that more profits 
and more sales could be made if 
stock control cards were estab- 
lished so that poorer selling items 
in a line could be thrown out 
when their turnover was not sat- 
isfactory and so that the good sell- 
ing items would always be in 
stock. The item that sells is the 
item that is out of stock and when 
it is out of stock no additional 
sales or profits can be made. May 
I add also that women customers 
are easily disturbed when they 
are unable to find an item that 
they are looking for at the time 
it is wanted. When they go else- 
where to buy it and find it they 
are likely to return to that place 
when next in need of a similar 
item. 

Successful housewares depart- 
ments are, of course, well lighted, 
well ventilated, and clean. It is 
true that housewares, whether 
they are found in a hardware 
store or a department store, re- 
quire dusting and polishing. While 
on this thought I wish to leave 
another idea with you which has 
been forcibly brought to my at- 
tention in my demonstrating work. 
Many times when a department is 
established it is backed by enthu- 
siasm that assured its successful 
start, but how often are these 
same departments forgotten after 
they have been established for a 
comparatively short time. Women 
eagerly shop new departments, 
but as soon as they become shop 
worn they change their interest 
to stores that keep their depart- 
ments inviting. 

Today a hardware merchant 
has many lines which require his 
attention and special merchandis- 
ing effort at various seasons of 
the year. Housewares should re- 
ceive special seasonal promotional 
effort along with other lines, but 
it should not be considered a sea- 
sonal line. In department stores 
the following months’ sales con- 

(Continued on page 88) 
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, Since boyhood target shooting has been the 

] chief hobby of Frank C. Hoppe, president, | 
Frank A. Hoppe, Inc., Philadelphia, Pa., man- | 

y ufacturers of gun cleaning preparations. 1 

; While still in school he was encouraged by 

: his father to enter competition in small bore | 

rifle shooting. Sticking with it he developed | 

t it into a real man’s size hobby, becoming a 

' leading member of the Frankford Arsenal Rifle 


Club of Philadelphia. Then he began to win 
fame as a winner in important regional 
/ matches in New Jersey, Maryland, Pennsyl- 
; vania and New York. At the National Rifle 
Matches in Camp Perry, Ohio, in 1934, he 
won a place on the United States 20-man 
team in the great International Dewar Team 
Match. He was elected captain of the 1937 
United States Dewar Team and in 1938 again 
won a place on the Dewar team. Mr. Hoppe 
exhibited his collection of 71 medals won in 
rifle shooting and his six special target shoot- 
ing rifles at the first annual hobby show of 
the Philadelphia Engineers Club, Feb. 20-23, 
1939. Here is Mr.. Hoppe and his exhibit 
which won all three blue ribbons offered for 
the exhibit. His awards were: first award 
for coflections, Department II, including 14 
classes; first award for all collections, includ- 
ing 40 classes and honor award for the en- | 
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tire exhibit. 


Working with both hand 
and power tools and mak- 
ing inlaid pictures are 
favorite leisure moment pur- 
suits of J. W. Jay, advertis- 
ing manager of Henry 
Disston & Sons, Inc., Phila- 
delphia saw and tool man- 
ufacturers. Mr. Jay is an 
accomplished craftsman 
and enjoys getting into ap- 
propriate garb for a few 
hours and making inlaid 
pictures or indulging in 
some other form of home- 
workshop activity. Making 
inlaid pictures requires 
painstaking work and close 
attention to details. The il- 
lustration at the left shows 
Mr. Jay working on a pic- 
ture. At the right he is seen 
trimming one in his home- 
workshop. 








HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS. MANUFACTURERS AND THEIR SALESMEN. s 
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The official insignia of the 
National Baseball Centennial. 
The stripes are red and white, 
diamond blue and player red. 


ASEBALL will celebrate its 
100th anniversary this 
year and will celebrate it 


in an organized and fitting man- 
ner throughout the entire playing 


season. From the fiusi call of 
“play ball!” until the 1939 
World’s Series has faded into 


oblivion there will be few, if any, 
dull moments as far as the na- 
tional game is concerned. All in 
all, the program for baseball’s 
centennial should develop re- 
newed interest in the game, and 
the hardware dealer should be 
able to make it a period for the 
development of both good will 
and profits. 

Baseball as an organized game 
had its birth at Cooperstown, N. 
Y., in 1839 when Abner Double- 
day, a cadet at the Cooperstown 
Classical and Military Academy, 







BASEBALL Celebrates | 


Born in 1839, the National game is 
observing its 100th anniversary 


during the playing season of 1939 


in an endeavor to simplify the 
game of town ball, laid out the 
first baseball diamond and drew 
up the first set of rules. Town 
ball had been played with 30 or 
more participants. Doubleday re- 
duced the number to 11 on a 
side with four outfielders and an 
extra infielder stationed between 
first and second base. Strangely 
enough, the game did not become 
popular until another decade had 
passed. 

Doubleday graduated from West 
Point in 1842 and entered the reg- 





Courtesy Robert Pridenberg 


An old Currier and Ives print depicts a game between the Knickerbockers, the first organized 
baseball team, and the New York Nines at Elysian Fields, Hoboken, N. J., in 1846. Knickerbockers 


won the four-inning game, 23-1. 





Note the batter’s grip and the pitcher’s underhand delivery. 
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| Its Centennial 


This Y ear! 


Illustrations courtesy of National 
Baseball Centennial Commission 


ular army. He served in the Mex- 
ican War and, as a captain of 
artillery, fired the first shot in 
defense of Fort Sumter in 1861— 
the first Northern shot of the 
Civil War. Before the conflict had 
ended he had risen to the rank 
of major-general. When he died 
in 1893 he was honored more as 
a military hero than as the orig- 
inator of the national game of 
his country. 

Doubleday’s game first attracted 
adult attention in 1842 when a 
group of young New Yorkers be- 








Major General Abner Doubleday 
1819-1893 
Distinguished soldier and 
the founder of baseball. 


The National Baseball Museum and Hall of Fame, Cooperstown, N. Y., 
which will be dedicated with appropriate ceremonies June 12, 1939. 
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The official poster—red and 
white stripes, blue diamond 
and blue lettering. Space at 
bottom is reserved for the 
schedule of the home team. 
It is 14 by 22 in. in size. 


gan playing it on a diamond lo- 
cated at Madison Ave. and 27th 
St., the site of the old Madison 
Square Garden. Three years later. 
Alexander J. Cartwright, a mem- 
ber of this group, suggested the 
formation of an organized team 
with the result that the Knicker- 
bocker Baseball Club came into 
being. Other teams were formed 
in the New York area and inter- 
est in the game spread. In 1849, 
Cartwright left New York to join 
the gold rush for California and 
carried the game into the West 
and later to Hawaii. Participa- 
tion in baseball in towns and vil- 
lages dropped off during the Civil 
War, but the soldiers played the 
game and introduced it through- 
out the South. One of the high 
spots of the period was a game 
played on Christmas Day, 1862, 
between a picked team and one 
from Duryea’s Zouaves of New 
York which attracted a crowd of 
40,000. 

The first professional team was 
the Cincinnati Red Stockings 
which was organized in 1869. In 
their first season they played 57 
games and won 56 of them—the 
other one was tied. The National 
League was formed in 1876 and 
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the American League in 190). 
Since the formation of the first 
league professional baseball has 
spread until there are now ap- 
proximately 40 professional 
leagues representing 286 cities 
throughout the country. Semi- 
professional clubs, colleges, high 
schools, schools, towns and or- 
ganizations of many kinds play 
the game today. Baseball attracts 
thousands of participants and 
millions of spectators while the 
sale of equipment runs into mil- 
lions of dollars annually. 

Plans for the observance of 
baseball’s centennial embrace 
every section of the country with 
particular emphasis being placed 
on Cooperstown, N. Y. The cele- 
bration will continue throughout 
the 1939 baseball season with one 
of the high spots being the dedi- 
cation of the National Baseball 
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Baseball used by Doubleday and 
now displayed in the National 
Baseball Museum at Cooperstown. 


Museum and Hall of Fame at 
Cooperstown on June 12. Elabo- 
rate plans have been made and 
these are under the supervision 
of the National Baseball Centen- 
nial Commission, 247 Park Ave., 
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This suggested display can be used during the Centennial, preferably during the 
when the dedication ceremonies are held at Cooperstown, N 





New York City. Judge Kenesaw 
M. Landis, commissioner of base- 
ball, is chairman of the executive 
committee and Al Stoughton is 
secretary. 

The Centenntial Commission has 
issued a booklet entitled “Play 
Ball America!”, containing a 
complete outline of the way in 
which centennial programs may 
be arranged in any city, town or 
village. 

Briefly the outline suggests that 
the various localities participating 
in the centennial organize thor- 
oughly and that they first appoint 
a centennial committee which 
should include all members of 
subsidiary committees. This com- 
mittee, it is suggested, should be 
in the nature of a general gov- 
erning body, but should not be 
possessed of executive authority. 


(Continued on page 92) 


week of June 12th 


Y. The official poster is centered on the 


background and is flanked by modern baseball equipment. A human interest touch may be added by 


using old time equipment and photos and pictures of past and present players and the local team. 
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Help Wipe Out Hay Fever! 





This interesting display 
tied in with the campaign, 
helped to make the store 
anti - ragweed headquarters 
and also increased sales. 


AGWEED, the bane of hay 
R fever sufferers, may be- 
come a boon to hardware 
dealers who get behind a cam- 
paign which is being formulated 
to wipe out that too prevalent 
weed. Few sections of the country 
are free from ragweed and its 
victims are all too many. Hard- 
ware stores are the logical head- 
quarters for anti-ragweed cam- 
paigns. Weed killers are definitely 
a part of the hardwore store’s 
stock. Whether it be a weed 
puller, a torch, chemical, scythe, 
or sickle the hardware dealer can 
make the sale. 

Pitcock Brothers Hardware Co.. 
Havre de Grace, Md., has already 
demonstrated that its place is out 
in the front lines of the drive 
against the weed. As its contribu- 
tion, the firm used a window dis- 
play of ragweed together with 
50-cent and $1.00 sickles, flanked 
by placards urging householders 
and motorists to invest in and use 
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This is the way in which 
inhabitants of Harford 
County, Md., publicize the 
anti- ragweed campaign. 


sickles at every opportunity to 
rid the countryside of the pest. 
Newspapers published articles 
calling attention to the urgency 
for the drive and radio talks were 
made on the subject. It wasn’t 
long before public sympathy got 
behind the movement. 


A National Campaign 


Although the campaign for 
public action originated in Har- 
ford County, Md., by next sum- 
mer the hay fever victims will 
have it organized nationally. In 
that community, and perhaps all 
over the countryside, there will 
be motor caravans of young peo- 
ple traveling about the roads, 
equipped with weed destroyers. 
Their cars will carry large plac- 
ards declaring war on ragweed. 

The proper time to start such 
a campaign will be June. With 


and declare war 
on ragweed as 
Pitcock Brothers 
Hardware Co. has 
already done in 


Havre de Grace, Md. 





window displays, newspaper ad- 
vertising, and radio broadcasts, 
the hardware dealers in all simi- 
larly afflicted communities can 
establish themselves as leaders in 
the anti-ragweed fight. Not only 
will they have the support of the 
hay fever victims but also of the 
general public who will have been 
awakened to the need for going 
after this pest. The destruction 
of ragweed can be made a na- 
tional affair with mutual benefit 
to both the hardware dealer and 
hay fever sufferers. 

By inaugurating such a cam- 
paign hardware dealers can at- 
tract considerable favorable atten- 
tion to their stores and, can also 
identify themselves with a move- 
ment that will also serve to keep 
them in the public eye for some 
time to come. A campaign of this 
type should prove to be popular 
in any community and should 
carry worth while profits in its 
wake. 
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The new store of the Turner Hardware & Implement Co.— 
18,000 persons passed its portals on January 21, 1939. 


DVERTISING Brought 18,000 


, , ‘ ORE than 18,000 people 
Special section in local newspaper cttended the grand epen- 
: , ing of the Turner Hard- 

attracts many prospective patrons ones tk Siaainees Co.’ uentaieen, 


to new store of the Turner Hara- located at the corner of Weber 
Avenue and America Street, Stock- 
ware &° Implement Co., Stockton, Cal. ton, Cal., Saturday, Jan. 21, 1939. 


Announcing the opening of this 
beautiful and unusual store called 
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TURNER'S NEW STORE in STOCKTON'S SHOPPING DISTRICT and Conventently Located to CAR LINES, BUS and RAILROAD STATIONS — Also Turner's Parking Lot FREE to Patrons 











This map on the front page of the special section illustrated 
the store’s location and called attention to the free parking. 
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for unusual methods. As a result, 
an 18-page section of the Jan. 20, 
1939, issue of The Stockton Rec- 
ord, identified as “Turner’s Fea- 
ture Section,” was used to invite 
the residents’ of Stockton and 
vicinity to the event. This feature 
included a picture of the new 
store and a diagram showing the 
new location and free parking lot. 
It also contained advertisements 
about the many lines of merchan- 
dise carried and a brief history of 
the firm and its personnel. The 
tremendous crowd visiting the 
store on the opening day proved 
the value of this advertising idea. 
A picture of the new store domi- 
nated the front page of the special 
section. Below this the loca- 
tion of the new store, with refer- 
ence to the shopping district of 
Stockton, was illustrated in a very 
effective manner by means of a 
diagram of the business section. 
The free parking facilities avail- 
able to customers received special 
emphasis. Announcement of the 
free gifts for all people visiting 
the store on the opening day be- 
tween 8 a. m. and 10 p. m. at- 
tracted immediate attention. 
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Wing panels show samples of all colors and finishes of paints; brushes are 
displayed on a sloping top table and color consultant service is featured. 


0 |} to Lurner’s STORE OPENING 


On the inside pages of the pro- 
motion piece, every major line of 
merchandise shared in the pub- 
licity. Advertisements on house- 
wares items appeared first in the 
issue. More space was used for 
advertising merchandise in this de- 
partment due to the importance of 
the line in the store. Individual 
lines were assigned space in rela- 
tion to their importance to the de- 
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partment. Several general adver- 
tisements incorporated many re- 
lated small houseware items. 
Major appliances such as gas 
and electric ranges, refrigerators, 
and washing machines required 
full page advertisements. The more 
commonplace lines were not over- 
looked in the promotion. Sea- 
sonal merchandise, farm imple- 
(Continued on page 90) 





Tables are arranged in batteries surrounded by wide aisles and 
skylights and ample lighting units insure unusual illumination. 
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Exterior of the 
Alexander Hamilton 
Hardware Store in 
Christiansted, V. I. 







Alexander Hamilton 


OK two centuries or more, 
P's Croix, Virgin Islands, 

has proudly enjoyed the 
unique distinction of preserving 
and maintaining the hardware 
store in which our illustrious 
statesman and hero, Alexander 
Hamilton, clerked as a boy. 

No attempt to modernize or 
change the physical appearance of 
this store has been made. It stands 
on King’s Street, principal street 
of Christiansted, opposite the old 
Danish Government House, itself 
a landmark more than a century 
old. Only a few months ago a 
change of ownership was effected 
by virtue of an auction sale which 
placed it into the hands of a native 
islander whose name is, coinciden- 
tally, John Alexander. As a result, 


the store now bears the name of 





Wide World Photos 









Alexander Hamilton 





The store is still standing in 


Christiansted, Virgin Islands, 


and is still selling hardware 


the “Alexander Hamilton Hard- 
ware Store.” 

In an island whose economic 
dependence is upon its soil, hard- 
ware is an important factor. The 
steady stream of buyers who wend 
their way daily in and out of this 
store cannot go unnoticed. Al- 
though competing with other 
stores, Alexander Hamilton hard- 
ware enjoys the patronage of a 
very large percentage of local 
buyers. 

Hardly more than 500 feet away 
from the water’s edge, this two- 
story brownstone building stands 
unobtrusively. Owned by _ the 
Misses Quinns, the first floor 
leased to John Alexander—hard- 
ware merchant, commission agent, 
and councilman in the local legis- 
lature— is devoted entirely to 
Hamilton hardware. The second 
floor is occupied by the two el- 
derly Quinns and occasionally by 





tourists who find it difficult to ob- 
tain room at the one hotel which 
the town affords. 

While the stock - in - trade has 
kept in line with the advance of 
scientific accomplishment, the fur- 
niture and general paraphernalia 
revert back to the days of Alexan- 
der Hamilton’s earlier life. Sup- 
ported and strengthened by bits of 
wood—old shelves, chairs, and 
stalls have been preserved as heir- 
looms on display for the edifica- 
tion of tourists. 


Atmosphere Aids Sales 


This condition has attracted for. 
eign residents and helped to boost 
sales. However, because most of 
the native inhabitants have never 
left the island shores, they are in- 
different to the physical character- 
istics of the store. It matters not 
whether there are display windows 
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Was Once a Glerk 











Pet 
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The stock may be 
different but the 
furniture is the 
same as it was 
in Hamilton’s time. 


in Lhis Hardware Store 


or counters, electric signs, waiting 
rooms, or plumbing facilities, pro- 
vided they can get their pottery, 
axes, putty knives, kerosene lamps, 
coal pots, and, most important of 
all, a high-grade machete for cut- 
ting cane. 

The manners of the Hamilton 
hardware staff, however, are re- 
fined, courteous, and refreshing 
compared with the roughness and 
uncouth behavior of clerks in 
some other stores. It is said that 
if you can’t get what you are look- 
ing for in this store, you will not 
find it elsewhere. In this instance, 
you must either send your order 
to the continental United States, or 
depend upon the management’s 
graciousness to obtain it from the 
neighboring island of Puerto Rico. 

Many people have shown 
marked interest in the Alexander 
Hamilton Hardware Store, not be- 
cause of the variety of its stock or 
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courtesy of its present manage- 
ment, but largely on account of 
its historic connection with the 
Nation’s statesman who spent 
some of his most tender and im- 
pressionistic years as a clerk in 
this native shop. 


A Youthful Manager 


The walls of the store are faded 
and cracked and many of the rot- 
ted boards over which the young 
Hamilton walked have been re- 
placed. However, the memory of 
this boy of 13 who had been cho- 
sen by Nicolas Cruger, the origi- 
nal owner of the store, to repre- 
sent him in matters which involved 
large sums of money, still lingers. 

Gertrude Atherton, who beauti- 
fully describes the action of this 
mental giant, tells us that “it was 
not long before Cruger took ill 
and was forced to go to New 


York for an extended sojourn, 
leaving the entire responsibility of 
the business in young Hamilton’s 
hands. Men of all ages were 
forced to obey and be guided by 
this boy, and there were manifes- 
tations of jealous ill-will. Some 
loved, others hated him, but few 
submitted gracefully to an over- 
ship which lowered their self- 
esteem.” 

For the first time Alexander 
learned that even a mercantile life 
can be interesting. He exercised 
all the resources of his inborn tact 
with those that loved him and 
those that did not hate him, and 
won them to a grateful acceptance 
of a mastership which was far 
more considerate and sympathetic 
than anything they had known. 

As for his enemies, he let them 
see the implacable quality of his 
temper, mortified them by an in- 

(Continued on page 93) 
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INDOWS for the hard- 

ware store in May should 

suggest many items 
needed for clean-up, paint-up, 
and fix-up jobs around the home. 
One window should be used en- 
tirely for a complete display of 
this related merchandise. 

The Clean-Up and Paint-Up 
window on this page shows Harp- 
WARE ACE interchangeable fixtures 
used to build up the merchandise 
at the back of this window. Some 
of the larger merchandise such 
as step-ladders, unpainted furni- 
ture, and step-up stools also fit 
into this merchandise background. 

Three panels are suggested as 
a temporary background. These 
may be constructed of decorative 


CLEAN-UP 





corrugated board fastened to a 
framework of 1 by 2-in. strips. 
Vary the size of the panels to fit 
your window. For a small win- 
dow two panels could be used. 
The center panel should be dark 
blue in color, side panels a light 
blue, and the small wings connect- 
ing the panels white. The letter- 
ing on the panels can be cut out 
of the corrugated board and 
should be of contrasting color. 
Window display material avail- 
able through the National Clean- 
Up and Paint-Up Campaign Bu- 
reau, Washington, D. C., could 
be used on the center panel. A 
wide assortment of window back- 
ground cards, advertising mats, 
and information on organizing 
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Display Suggestions for 


and planning a community Clean- 
Up and Paint-Up Campaign can 
be had. Write this bureau for 
complete information. 

Large quantities of sponges, 
chamois, and wallpaper cleaner 
are shown in the front center of 
the window. Price tickets should 
be used on all items. Paint 
brushes, putty knives, and scrap- 
ers are sampled on the small 
panels of the background. 

Table displays in the store 
should tie in with this window if 
best results are to be secured from 
merchandising efforts. At least 
one cross aisle table should be 
used for clean-up and paint-up 
merchandise with mass displays 
of wallpaper cleaner and sponges 
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placed on the ends of the table. 
A refrigerator serves as the fea- 
ture item in the window on this 
page. The model should be one 
selling at a popular price. Small 
electrical appliances are arranged 
on the HarpwareE AGE _inter- 
changeable fixtures on each side. 
In front of the refrigerator, on a 
plateau 8 in. high, electrical sup- 
plies such as sockets, fuse plugs, 
lamp bulbs, cord sets, and exten- 
sion cords are shown. Fans, mix- 
ers, table model radios, and elec- 
tric irons complete the display. 
This window uses four dark 
blue corrugated board columns in 
the background as_ decorative 
units. Large show cards fastened 
to the regular low background of 





the window can be made by a 
sign man or suitable manufactur- 
ers cards could be substituted. 
The word “Refrigerator” used in 
the background should, in prac- 
tice, be the brand name of the line 
carried. Often manufacturers dis- 
play material will contain such a 
sign. If not, one can be made by 
cutting out letters from the cor- 
rugated board and mounting on a 
frame work which can be sus- 
pended in the back of the window. 

If the low background of the 
store is dark it should be covered 
with corrugated board to carry 
out the blue and white color 
scheme. A light yellow shade 
could be substituted for the white 
if some variation is desired. 
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Small price tickets should be 
used on all items. Small show 
cards could be used on the lamp 
bulb display with the price in 
quantities emphasized. 

To tie in with this window dis- 
play, at least three popular model 
refrigerators should be shown 
against a_ suitable background 
along the side wall of the store. 
It is very necessary that a proper 
setting be supplied for this type 
of merchandise if best results are 
to be secured. One table should 
be used for a display of the 
small electrical appliances in the 
store. Also, clean and restock the 
regular electrical supply table at 
this time. 
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i YHIS will be the last opportunity Harpware Ace will have to show 


special merchandise and selling aids manufacturers offer for 1939 


National Hardware Week. 


Manufacturers and wholesalers have cooperated splendidly. 


But the 


great, last lap—the retailers’ part of National Hardware Week—is yet to 


come. Will it spell success or failure? 


individual efforts of the independent retail hardware merchant. 


That will depend entirely upon the 
He has at 


his command an array of powerful promotional material—special merchan- 


dise, sales helps, consumer literature, display kits, etc. 


The stage is set for 


a concerted drive to make consumers aware of the hardware dealers’ values 


and service and to keep them coming back throughout the year. 


Let’s go! 


Here are what more manufacturers are offering and wholesalers are doing: 


Special Displays! Special Goods! 
for National Hardware Week 


Irwin Auger Bit Co., 
Wilmington, Ohio 

The Irwin Auger Bit Co., Wil- 
mington, Ohio, is offering several 
National Hardware Week specials 
for dealers to feature during that 
event. The Irwin HW6 auger bit 
assortment contains a set of six D24 
bits, one each of 4, 5, 6, 8, 10 and 
12/16 in. on a two-colu: easel back 
display card. The special list price 
is $1.49. The HW4 assortment con- 
tains a set of four of the D24 bits, 
one each of the 4, 6, 8 and 10/16 in., 


also on a two-color, easel back dis- 


play card; special list price 98 cents. 
The display cards are free. The 
spring steel clips allow the bits to be 
snapped in place or removed quick- 
ly. These assortments are packed 
one-half dozen to a carton. Each set 
has a special National Hardware 
Week price card that may be re- 
moved at any time. The company 
also offers a selection of its screw 
drivers at the special price of 10 
cents each. An attractive two-color 
display showing four sizes comes free 
with the HW48 assortment, consist- 
ing of 48 drivers, three dozen ma- 





Suggested National Hardware Week display of kitchen essentials 
shown in the model store of the Chicago Retail Hardware Ass’n. 
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National Hardware Week— 





chinist and 12 cabinet drivers in 
assorted sizes. List price is $4.79. A 
smaller assortment is the HW24, 
consisting of 24 machinist drivers. 
List price is $2.49. All four of these 
National Hardware Week specials 








RWIN AUGER BIT COMPANY w 





are described and illustrated in a 
special six-page folder for consumer 
distribution. The folder also lists 
several of the hundreds of items of 
other manufacturers specially priced 
for Hardware Week. 


Chicago Lock Co., 
Chicago, III. 


The Chicago Lock Co., 2024 N. 
Racine Ave., Chicago, Ill, as Na- 
tional Hardware Week specials sug- 
gests its No. 725, No. 741, and No. 
742 padlocks at 25 cents, 50 cents, 
and 75 cents respectively. Dealers 
ordering, through their wholesalers, 
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HARDWARE 


May 6th # 13th, 1939 


a dozen or more of either one of 
these three, or all three locks, re- 
ceive free an attractive display card 
and a “cut-open” sales demonstrator, 
using a full size regular Chicago 


padlock. 


The Griswold Mfg. Co., 
Erie, Pa. 


Two skillet deals are available 
from The Griswold Mfg. Co., Erie, 
Pa., for promotion during National 
Hardware Week. One deal, No. 39, 
consists of six regular polished 
skillets with free display rack. The 
other, the No. 40 consists of six 
satin chrome skillets and a free dis- 


play rack. Both deals are offered 
at special prices, enabling the dealer 
to sell to the consumer any of the 
various sizes of skillets included in 
the deals at special prices during 
the week. 


Vaughan & Bushnell Mfg. Co., 
Chicago, IIl. 


An attractive and efficient hammer 
counter display is the National 
Hardware Week special offered by 
the Vaughan & Bushnell Mfg. Co., 
2114 Carroll Ave., Chicago. This 
wooden display case is free with an 
assortment of 12 hammers, two each 
of the “Big Six.” Opened, the inside 
cover gives complete Vaughan ham- 
mer facts and description. Each 
hammer carries a plainly printed 
price label. 


Independent Lock Co., 
Fitchburg, Mass. 


For National Hardware Week pro- 
motion, the Independent Lock Co., 
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Fitchburg, Mass., suggests the fol- 


lowing items in its line of screen 
door closers: the Junior No. 2001A, 
Senior No. 3001, De Luxe No. 3002 
and the No. 650 liquid screen door 
closer. The company furnishes an 
attractive mounted demonstrating 
display without charge—one for 
each dozen closers purchased. An 
attractively lithographed display 
placard, suitable for window, coun- 
ter, or wall is also available. 


Geuder, Paeschke & Frey Co., 


Milwaukee, Wis. 


Cream City White, red trim enam- 
eledware at 99 cents each is a Na- 
tional Hardware Week suggestion by 
Geuder, Paeschke & Frey Co., Mil- 
waukee, Wis. The deal consists of 
42 items, including straight kettles, 
water pails, dish pans, rice boilers, 
tea kettles, and deep sauce pans. The 
dealers’ cost is $29.00 for this set. 
In far distant points from Milwau- 
kee, the suggested retail price of 
each piece is $1.09 and the dealer’s 
cost is $31.50, f.o.b. jobbing centers 
in dealer’s respective territories. 
Dealers are also furnished with large 
enameled ware sale window posters 
and price cards. 


Carter Products Corp., 
Cleveland, Ohio 


The Carter Products Corp., Cleve- 
land, Ohio, suggests as a National 
Hardware Week promotion, _ its 
Lever-Spray hoze nozzle, since it is a 
seasonal item. During the week the 
company is offering a free stand to 
be given with the nozzle and which 
makes it a stationary sprinkler as 
well. Free display material in the 
form of streamers, is also available. 


Master Rule Mfg. Co., 
New York, N. Y. 

The Master Rule Mfg. Co., Dept. 
A2, 815 E. 136th St., New York City, 
as its National Hardware Week pro- 
motion has a “Profit Special,” No. 

(Continued on page 48) 








At the right is seen the 
advertisement of the Yale 
& Towne Mfg. Co. which will 
appear in The Saturday 
Evening Post on May 6th. 
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Starting May 15th 


Millions of such announcements will begin to pour into U. S. Farm 
Homes. The full page ads, in color, announcing this most unusual 
Farm ‘Quiz’ Contest will appear in these National Farm Papers: 


Farm Journal and Farmer's Wife © Successful Farming 
Country Home Magazine @ Capper’s Farmer 


ef 


How the Farmer Quiz 
Contest Works for You 


Farmers Learn the Advantages of Power Washing 


Farm people will read the “Quiz” Contest ad — describing the only contest 
ever held exclusively for farmers without electricity. A few will read it 
out of curiosity, but all others will read it to enter the contest and win 
prizes. As they read the “Quiz Questions” and the “Hints on How to Win”, 
all of them will learn of the many advantages of having a gas-powered 
washer in their home. 


Prospects Are Sold on Buying Gas Washers Now 


“No Reason to Wait” is the key in the “Hints” under Question No, 2. 
Your farm prospects learn that gas and electric models are exactly the 
samg except for the motors and how easy it is to make a gas washer 
into an electric model, if high-line service ever comes. Buying now is 
proved the desirable thing to do, 


Contest Pulls Prospects into Your Store 


One of the important features of this “Quiz” Contest is the fact that each 
and every entry must be signed by a dealer, or one of his sales people. 


Just consider the value of the Extra Store Traffic that will result from 
the influence of this Contest on the 5,400,000 U. S. Farmers who do not 
have high-line electric service. This interested Store Traffic means sales 
opportunities for you. 


More Sales Can Be Made All During the Contest 


This “Quiz” Contest does an unusual job for you — by bringing “live” 
farm prospects into your store, interested, and ready to talk about power 
washers. Many will be ready to buy — most others more than half sold. 
This offers a real opportunity for sales people who know their farm washers. 


And “Quiz” Question No. 3 suggests the need for many other appliances 
and tools that are powered by Briggs & Stratton 4-cycle gasoline motors. 


The Time to Get Ready Is Right Now 


The Contest begins May 15th, but now is the time to make plans and get 
ready. Be sure to have farm washers powered by Briggs & Stratton 4-cycle 
gasoline motors on hand — ready for display, demonstration and for sale. 


See the Washer Salesman who regularly calls on you. Ask him to get Special 
“Quiz” Contest Display Posters for you—and other material on the gas washers 
you sell. Decide now to go after More Sales, More Profits and Cash Prizes. 


SPECIAL Dealer Contest, with 

53 Cash Prizes, is another 

part of this spectacular Briggs & 
Stratton campaign. 


DEALER PRIZES 


48 Individual State Prizes, 
$25.00 Each—Cash, $1,200.00 


Awarded to those dealers who sign 
the entries that win the 48 State 
Prizes in the Farmer “Quiz” Contest. 


In addition, when the “Quiz” Con- 
test State Winners receive new 
washers as prizes, the Briggs & 
Stratton Corp. will pay dealers de- 
livering prize washers the regular 
retail price. 


5 of the Dealer State Winners 
participate in the following 
Dealer's National Prizes. 


FIVE NATIONAL PRIZES 


Ist National Prize—Cash - $300.00 
2nd National Prize—Cash - 250.00 
3rd National Prize—Cash - 200.00 
4th National Prize—Cash - 150.00 
5th National Prize—Cash - 100.00 


Awarded to the dealers who sign 
the entries that win the Five Grand 
Prizes in the Farmer “Quiz” Contest. 


The more Contestants that send in 
entries bearing your signature, or 
that of one of your sales people, the 
greater your opportunity to win one 
or more of the Dealer Contest Cash 
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PS-22, consisting of one No. 106 “In- 
terlox” slide rule at $1.20; six No. 
66 “Blue-Tip” folding rules at 30 
cents each; six No. 176 metal-end 
folding rules at 50 cents each; three 
No. 306 steel tape rules at $1.00 
each, and six No. W6 folding rules 
at 25 cents each, given free of 
charge. Total retail value is $10.50, 
dealer’s cost is $6.00. 


Sand’s Level & Tool Co., 
Detroit, Mich. 


Sand’s Level & Tool Co., Detroit, 
Mich., offers the following specially 
priced levels for National Hardware 
Weeks promotion: mason’s level, No. 
3-A, regular price, $3.75, ‘special 
price $2.75; carpenter’s level, No. 
678, regular price $1.35, special 
price, 80 cents; utility level No. 018, 
regular price 70 cents, special price 
50 cents; hard drawn hexagonal alu- 
minum line and surface level, No. 
555, regular price 50 cents, special 
price 40 cents, and black walnut tor- 
pedo level, No. 509, regular price 
50 cents, special price 45 cents. 


Empire Level & Mfg. Co., 
Milwaukee, Wis. 


The Empire No. 4 Pacemaker is 
the National Hardware Week special 
offered by the Empire Level & Mfg. 
Co., Milwaukee, Wis. It consists of 
four, 24 in. levels; the No. 220 with 
top level and plumb, aluminum trim, 
enameled finish and with sights fin- 
ished in white for visibility; No. 380, 
vials with green fluid, protecting win- 
dows with black metal retainers, 
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natural finished sides, red edge; No. 
500, six glasses, die cast aluminum 
alloy frame, precision milled edges, 
highly polished, red metal trim 
around sights, and No. 381, four 
vials protected by glass windows, 
held by blue retainer rings, lustrous 
walnut finish with gold lettering and 
glowing level glasses. 


Premax Products Division, 
Chisholm-Ryder Co., Inc., 
Niagara Falls, N. Y. 


In cooperation with National Hard- 


ware Week, the Premax Products 
Division, Chisholm-Ryder Co., Inc., 
Niagara Falls, N. Y., presents six 
special assortments of Premax solid 
steel rods, complete with a special 
counter display in three-color oil 
screen process and a supply of at- 
tractive two-color folders showing 
the complete line. Nine Premax 
sprinklers are also offered in a spe- 
cial Hardware Week deal. Each 
sprinkler comes in a new, three-color 
display carton and 50 four-color, 
eight-page folders are packed free 
with each assortment. Total retail 
value is $11.10; dealer’s cost, $7.00. 


National Carbon Co., Inc., 
New York, N. Y. 


For National Hardware Week pro- 
motion, the National Carbon Co., 
Inc., New York City, suggests its 
“Eveready” automatic spotlight 
which retails for $1.00 and comes 
complete with two “Eveready” No. 
950 dated batteries. The No. 25 dis- 
play package consists of six of these 
lights. 





The Chicago Retail Hardware Ass’n also offers this suggested 
display of tools for the period of National Hardware Week. 





































The Silex Co., 
Hartford, Conn. 


The Silex Co., Hartford, Conn., is 
making available to dealers above at- 
tractive window streamer, printed in 
red and blue—the colors of National 
Hardware Week. Nearly 8 by 15 
in., the streamer may be used in 
window or as a pennant for interior 
decorations. In addition to the win- 
dow streamers, all Silex National 
Hardware Week specials are pack- 
aged in boxes encircled with a red 
and blue band describing the extra 
values these models represent. Free 
newspaper mats are also offered to 
dealers to enable them to tie-in with 
this Silex promotion. 


Aladdin Industries, Inc., 
Chicago, IIl. 


Two National Hardware Week 
specials are being made available 
by Aladdin Industries, Inc., 223 W. 
Jackson Blvd., Chicago, Ill. Assort- 
ment Deal No. 12 consists of 9 No. 
10, pint vacuum bottles at $1.00 
each; three No. 30 quart bottles at 
$1.75 each, and three No. 099 lunch 
kits with No. 10 pint bottle at $1.60 
each. Included free is one No. 15 
pint bottle which sells for $1.25. 

Assortment Deal No. 11 consists of 
six No. 10 pint bottles at $1.00 each; 

(Continued on page 56) 
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This candy and nut display attracted both women and youngsters. 
Spring housecleaning merchandise is shown in the rear section. 





andy and Nut Department 


Louis Hanssen’s Sons of Davenport, 
Towa, sells more than 10,000 lbs. of 


Nits and nut meats in a season and 


candy builds up year ‘round traffic 


TTRACTING women to the 
hardware store is essential 


to the success of a majority 
of firms doing anything other 
than a strictly industrial business. 
Women do 85 per cent of the 
spending in this country and any 
department that serves to attract 
their attention is of vital impor- 
tance to a store. Louis Hanssen’s 
Sons, 215 West Second St., Daven- 
port, Iowa, does a widely diversi- 
fied business in hardware, house- 
furnishings and allied lines, but, 
like any other store, it must get 
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store traffic in order to make the 
cash register ring. And in order 
to obtain this much-desired traffic 
and feminine patronage the firm 
operates a nut and candy depart- 
ment, 

The Hanssen store is located in 
a shopping section in which there 
are a number of limited price 
variety stores and the nut and 
candy department acts as a mag- 
net for the ladies who are at- 
tracted by the store’s competitors. 
Nuts and nut meats are displayed 
in one of the show windows dur- 





ing the cooler months, while candy 
occupies window display space 
during a considerable part of the 
entire year. 

John Hanssen,*in commenting 
upon this department, says: “Al- 
though our housewares depart- 
ment is on one of the upper floors, 
we find that the candy and nut 
department helps build traffic for 
it. If women are stopped by our 
windows and enter our first floor 
they will go upstairs to the house- 
furnishings department. Our 
candy section is a year ’round de- 
partment, but nuts are sold only 
during the cooler months. Our nut 
business approximates 10,000 lbs. 
a year. We play up nuts and 
candy in our windows during the 
Christmas season and _ feature 
candy for Valentine’s Day, 
Mother’s Day and Easter. We 
have succeeded through advertis- 
ing and display at Christmas time 
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in getting people to buy nuts. 
candy, anchovies, dates, etc., well 
in advance of Christmas instead 
of waiting until the last minute.” 

Window displays, such as the 
one illustrated, are used around 
Valentine’s Day (Feb. 14) to at- 
tract the attention of men, women 
and children. A large heart and 
Valentine boxes of candy in a 
wide range of qualities and prices 
were shown in the front part of 
one of the windows. Nuts were 
also given a good place in the 
display. 

“For more than six years we 
have sold nut meats and nuts, as a 
trafic builder—particularly to at- 
tract women,” says John Hanssen. 
“We started the department when 
we bought some extra fine Schley 
pecans, the finest quality of thin- 
shelled pecans grown in the United 
States. We were successful in sell- 
ing these nuts because the average 
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Information regarding price and quality is always to be found in 
this department which frequently uses six tables at Christmas. 


Brings Women to \his Store 


merchant doesn’t handle this qual- 
ity, on account of its greater cost. 
Later we added walnuts, almonds, 
and others to the department. 
“We successfully built our busi- 
ness in nuts and nut meats be- 
cause we catered to the demand 
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for high quality. In order to con- 
vince the public that the qualities 
featured by Hanssen’s were of 
high grade, we have also carried 
lower priced nuts, displaying them 
alongside the quality grades. This 
policy has helped educate the pub- 
lic to the advantages of buying 
quality products. We emphasize 
in advertising and when talking 
to customers the fact that nuts 
are rich in food value. The secret 
of making the department a suc- 
cess was the displaying of nuts 
cracked open so that customers 
could see the meat. The opened 
shells were displayed in Cello- 
phane-covered cups, a policy that 
is still followed. As an example 
of the variety we handle, pecans 
are offered at prices ranging from 
19 cents to 50 cents a pound. Our 
advertising states the facts about 
the nuts sold—if they are of hard 
(Continued on page 98) 
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New York—she World of ‘Today 


AVING already received 
H several letters from young 
clerks asking for informa- 
tion about visiting New York and 
the World’s Fair, it has occurred 
to me it might not be out of place 
for me to address this article to 
young people without much money 
who desire to visit the New York 
World’s Fair. What is the best 
way to plan everything in order 
to make their money go as far as 
possible? 

It is estimated that $4,000,000,- 
000 are spent every year in the 
United States on vacations. It is 
now a common and ordinary thing 
for business concerns to give their 
employees vacations with pay. 
There is, therefore, no doubt that 
there will be thousands, in fact 
millions, of young people, as well 
as oldsters, who will visit the Fair 
this year during their vacations. 

Now. remember, this article is 
not written to plutocrats. These 
corporation presidents, sales man- 
agers, etc., with salaries of from 
$10,000 to $100,000 per annum 
can take care of themselves, with- 
out any suggestions from me. 


Motor Travel 


One young fellow I know, in a 
southern city, writes that he and 
three others of about his age (25 
years) are coming to the Fair in 
an automobile. They intend to 
remain two weeks and each ex- 
pects that $50 will cover all of 
his expenses. This is $200 for the 
quartet. I am sure they will have 
a good time and I actually believe 
they can see enough to last them 
a lifetime and still not use up 
their $50. 

Naturally, if four people come 
in their own car, transportation 
cost is reduced to a minimum, but 
my advice, first of all, to those 
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coming here alone or in pairs 
would be to leave your car behind. 
When you get to New York cars 
will be a nuisance. Already the 
streets of New York are so packed 
with cars and taxicabs that getting 
around is a hard job. It has been 
necessary to make parking laws 
so severe in this city that shop- 
ping with an automobile is almost 
out of the question. If you do 
come in cars, I suggest you ar- 
range to park them somewhere 
outside of the city and that you do 
all of your city and World’s Fair 
traveling by bus and subway. 


Railroad Rates Low 


If you look up railroad rates 
for the period of the Fair you 
will find them exceedingly low. 
The railroads have decided to 
meet the competition of automo- 
biles, both private and public, by 
making these low rates. Now con- 
sider one thing, in traveling by 
rail. The rate in a Pullman is just 
about twice the rate in a day 
coach. The day coaches these 
days are very comfortable, and if 
you will travel day coach rates 
you will get there just as quickly 
as in Pullman and at much lower 
cost. 

The World’s Fair here in New 
York is very different from a 
World’s Fair anywhere else, be- 
cause, as a matter of fact, it will 
be a double fair. New York City 
is a wonderful fair in itself. Those 
coming here could very profitably 
devote one week to the Fair and 
another week to the city. The 
city itself will show the world of 
today and yesterday — what has 
been accomplished — while the 
World’s Fair shows you the 
“World of Tomorrow.” 

Two of the show places of New 
York are the Pennsylvania and 


the Grand Central Railroad sta- 
tions. There is nothing else like 
them in the world. Just as a feat 
in engineering they stand out as 
one of the world wonders. 


Transportation Center 


The Pennsylvnia Station is the 
real heart of the World’s Fair 
transportation system, with spe- 
cial trackage and special trains 
and a special type of car running 
on 10-minute headway, with the 
slogan, “Ten Minutes, Ten Miles, 
Ten Cents.” Also, special trains 
from the west and south will come 
into Pennsylvania Station and go 
directly to the World’s Fair 
grounds, including sleepers, etc. 
The Pennsylvania Railroad has 
quite an elaborate plan for serv- 
ing World’s Fair visitors from the 
transportation angle. The Grand 
Central, I am informed, is plan- 
ning to have a stop at the 138th 
Street station and to run busses 
from that point at an extra cost. 

It would appear from the in- 
formation that I can gather at this 
time that from the transportation 
angle in connection with the 
World’s Fair, the Pennsylvania 
Station has the edge over the 
Grand Central—that is, from the 
standpoint of the visitor’s con- 
venience. However, even if you 
arrive by the Pennsylvania you 
should not miss visiting the Grand 
Central Station. It will interest 
anyone coming from a smaller 
city to watch the crowds arriving 
by local trains in the morning and 
leaving by night. The handling 
of baggage during the World’s 
Fair at both of these stations will 
be quite a problem. 

Another thing that will no 
doubt interest: you will be to take 
a trip in a tube under the river. 
Here in Néw York, travelers have 
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their choice of going under the 
river, on the river and in the air 
over the river. The Holland Tun- 
nel for automobiles is also an en- 
gineering wonder. A trip through 
this tunnel into New Jersey to the 
Newark Airport will show you 
what has been done to facilitate 
motor travel. Millions and _ mil- 
lions of dollars have been spent 
on this tunnel, and nothing equal 
to it has been done in any other 
part of the world. Another trip 
the like of which foreign visitors 
state does not exist anywhere else 
in the world is the drive up River- 
side Drive Parkway into West- 
chester County, the richest rural 
county in the world. 

Now, suppose you arrive at one 
of these great stations without 
having secured any room and 
without having the faintest idea 
where you will sleep that night. 
This is really the ideal manner in 
which to travel. The hard, sea- 
soned world traveler travels light 
and enjoys the adventure of find- 
ing room and food. 


Station Facilities 


In these stations there are not 
only shops where you can buy 
everything in the way of drugs, 
sundries, clothing, food, etc., etc., 
but there is always a continuous 
moving picture show, so if you 
have to wait for anyone it is not 
necessary to waste any time. In 
one of these stations there is a 
free art gallery. You can take a 
bath or you can engage a room 
with hot and cold running water 
for 50 cents, just to change your 
clothes. In these stations there are 
doctors and nurses in case of acci- 
dents. There are police matrons 
to advise girls and women. There 
are policemen in plain clothes to 
look after any man who happens 
to get into trouble. All you have 
to do is to step up to the informa- 
tion bureau and tell them what 
you want and they will direct you 
either to the World’s Fair, Bloom- 
ingdale Asylum, or a police sta- 
tion. If you happen to get lost in 
New York, just tell them to take 
you back to the Pennsylvania or 
Grand_ Central Station. Then you 
can make a fresh start. 

One of the most remarkable 
works I have seen recently is the 
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Manhattan, New York City, classi- 
fied telephone directory for 1939, 
printed by R. R. Donnelly, Inc. 
You can get this book to consult 
without charge at any telephone 
station. In the book are full direc- 
tions how to reach the World’s 
Fair by automobile, by bus or by 
subway. There are maps of the 
city and the surrounding country 
and it is all so clear that a Class A 
moron could not go wrong. All of 
this information costs you noth- 
ing, so if you come to the Fair 
without any previous arrange- 
ments, and get this classified direc- 
tory, study it and lay out your 
plans. 


The first thing, of course, that 
you will want, will be to settle the 
room question. Now, of course, 
there is more or less talk about 
the high prices being charged by 
hotels. I presume that you and 
your companions do not expect to 
stop at the Ritz. There are any 
number of rooms that can be ob- 
tained around New York to ac- 
commodate two at $10.00 a week. 
In the section along the Hudson 
River in the vicinity of Columbia 
University there are thousands of 
these rooms. In the winter time 
they are mainly occupied by stu- 
dents, but if you look under the 
heading “furnished rooms” in the 
directory you will have no trouble 
in landing. Now, in my judgment, 
you can get better and more pleas- 
ant accommodations if you can 
secure a room in one of the room- 
ing houses or one rented during 
the Fair in a family. At $10.00 
per week for two, your room will 
cost you about 70 cents a day. 


The Meal Problem 


The breakfast problem is always 
simple. You get a breakfast at 
any cafeteria, automat or drug 
store for from 20 cents to 35 


cents. Probably, if you are very 
hungry, lunch will cost you 35 
cents, and for a dollar you can 
get a very good full course din- 
ner, so your food on this basis 
would not cost more than $1.55 
to $1.75 a day and you could 
even cut down on the price of the 
dinner. A number of Chinese 
restaurants in the city are serv- 
ing a “filling” Chinese dinner for 


50 cents. Soup and chop suey or 
chow mein and pie and a delicious 
cup or two of tea for 50 cents. 
How they do it I do not under- 
stand, but I myself have gone to 
some of these restaurants just out 
of curiosity and I have been sur- 
prised at their cleanliness, the 
character of their service, and the 
quantity and quality of the food 
served. Therefore, your room and 
your food will not be over $2.25 
to $2.50 per day. 

Assuming that you are figuring 
on spending $5.00 a day, this 
leaves you $2.50 for transporta- 
tion and the entrance charge at 
the Fair, which has been placed 
at 75 cents, but can be bought for 
less on weekly or monthly tickets. 


Divide Your Time 


If you intend to spend two 
weeks in New York, let me repeat 
that six days should be devoted to 
the Fair and six days to the City 
of New York. The Fair, of course, 
with the entrance charges to some 
of the shows, if you wish to 
“blow” yourself, will cost you 
more money. But the days or the 
week you spend in New York 
will cost you practically nothing 
but transportation, because here 
in New York City almost every- 
thing is free. Nowhere that I 
know of in the world are there so 
many things that can be obtained 
for nothing as right here in the 
City of New York. The collec- 
tions of art and other interesting 
objects in the Metropolitan Mu- 
seum are not exceeded in variety 
or value by any other museum in 
the world, and it does not cost 
you a cent on certain days of the 
week. You do not even have to 
pay for the checking of your hat 
and stick unless you wish to. 

The same thing is true of the 
Museum of Natural History. If 
you wish to go up on the Empire 
State Building, choose a clear day. 
This building does charge a small 
fee, but it is worth it. 

Let me just outline some of the 
things about New York City. The 
tallest building is the Empire State 
Building—height 1250 ft. and 102 
stories. There are 26 buildings in 
New York over 500 ft. high. If 
you wish a view of the city from 

(Continued on page 96) 


HARDWARE AGE 











stomers 
—the mare en they 


tee Re pee 


macnn sents 


ee ee x i tee ‘ 
ers is sian: SP Ae 












.. HE'LL BUY 
oy 2 
HARDWARE CLOTH ; 
















M OST of your customers need hard- 
ware cloth. But many of them 
don’t get around to doing anything about 
it until it’s too late—or until some hard- 
ware dealer reminds them about it. 
That’s ‘a word from you, supported 
by a display in your store, will make 
many sales you might otherwise lose. 
Window protection, gravel screening, 
chicken or turkey raising, and rat-proof- 
ing are only a few of its many uses. 
Customers like the trim appearance of 
Cyclone “Red Tag” Hardware Cloth. 
They like its true and even mesh—its 
smooth galvanizing. This finer appear- 
ance is made possible by skilled handling 
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and Cyclone’s improved galvanizing 
process. The mesh of exactly parallel 
wires is drawn through the hot-dip gal- 
vanizing bath in such a way that it comes 
through with no distortion. Thus the evil 
of misplaced wires, so common to ordi- 
nary cloth, is overcome. 

The Cyclone name is a sales help, too. 
Customers have seen it for years in ad- 
vertising—they know it stands for quali- 
ty. Use our sales helps—sample books, 
displays and folders—to help you get 
more hardware cloth business. Ask your 
jobber, or write us, for them. Order 
Cyclone “Red Tag” Hardware Products 
from your jobber. 








U-S-S CYCLONE £e°9J77” HARDWARE CLOTH 
CYCLONE FENCE COMPANY, General Offices: Waukegan, III. 


Branches in Principal Cities 


STANDARD FENCE COMPANY, Pacific Coast Division, Oakland, California 
UNITED STATES STEEL PRODUCTS COMPANY, New York, Export Distributors 
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National Hardware Week 
—May 6th to 13th, 1939 


three No. 30 quart bottles at $1.75 
each; three No. 417X thermal jars 
at $1.95 each, and one No. 099 lunch 
kit with pint bottles at $1.60. A 
No. 15 pint vacuum bottle at $1.25 
is also included without charge. 


Alaska Freezer Co., Inc., 
Winchendon, Mass. 


As a National Hardware Week 
item, the Alaska Freezer Co., Inc., 
Winchendon, Mass., suggests its new 
two-quart “Cube-Way” ice cream 
freezer. It requires only 8 lb. of 


ice, an amount produced by most 
electric refrigerators in its freezing 
compartment. A heavy canvas-duck 
ice bag and mallet for breaking ice 
cubes are provided. The suggested 
retail selling price is $1.69. 


Eclipse Machine Co., 
Prophetstown, III. 


As a National Hardware Week 
souvenir, The Eclipse Machine Co.. 
Prophetstown, IIl., is making attrac- 
tive blotters available. The company 
suggests that Friday, May 5, be des- 
ignated as “Eclipse Blotter Day.” 
The 6-inch ruled school souvenir an- 
nounces free demonstration and 
should be distributed to school chil- 
dren at the local school grounds at 
3 p.m. or closing time. Extra blot- 
ters, imprinted, are available at 
$2.00 per thousand. 


Carrollton Metal Products Co., 
Carrollton, Ohio 

The Carrollton Metal Products 
Co., Carrollton, Ohio, announces spe- 


cials of Carlton stainless steel ware 
for National Hardware Week. The 
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two quart sauce pan is a special at 
$1.19, regularly $1.80. The two-quart 
double boiler is a special at $3.95, 
regularly $4.75. Dealers will be fur- 
nished with a counter or window 
card and a newspaper mat featuring 
the specials. 


W. W. Babcock Co., 
Bath, N. Y. 

The W. W. Babcock Co., Bath, 
N. Y., in its advertising is suggesting 
that dealers display Babcock spruce 
ladders during National Hardware 
Week. 


What Some of the Wholesalers Are Doing 


Roberts Hardware Co., 
Utica, N. Y. 


The Roberts Hardware Co., Inc., 
Utica, N. Y., will again broadcast 
over station WIBX, Utica, telling lis- 
teners to go to hardware stores for a 
wide selection of merchandise. 


Hall Hardware Co., 
Minneapolis, Minn. 

The Hall Hardware Co., Minne- 
apolis, Minn., has prepared for Na- 
tional Hardware Week, a four-page. 
two-color sales bill of newspaper size 
and showing about 70 items. Sev- 
eral of the items, are the special 
items prepared by various manufac- 
turers for National Hardware Week. 


A special show card, giving name 
and price, for each article used, will 
be sent to dealers using the sales- 


bills. 


Salt Lake Hardware Co., 
Salt Lake City, Utah 


The Salt Lake Hardware Co., Salt 
Lake City, Utah, has prepared a spe- 
cial National Hardware Week broad- 
side of four pages for dealers in the 
company’s territory, as well as store 
promotional material. Its salesmen 
have been asked to tell their custom- 
ers about National Hardware Week 
and urge them to participate. All 
salesmen and truck men are carry- 
ing the banners and bumper strips 
on their trucks or cars. 


Employment Contract 


BUSINESS man entering into 

a formal contract of employ- 
ment with an employee should be 
extremely careful in specifying the 
conditions under which the em- 
ployee may be dismissed. 

A Louisiana employer hired a 
man by written contract providing 
for the payment of a salary of 
$150.00 per month. The contract 
also provided that the employment 
might be terminated “at the expira- 
tion of thirty days after written no- 
tice has been given by either party.” 

The employee worked under this 
contract for several months. The 
employer then mailed him a letter 
dated July 28, advising him that his 
contract would be cancelled as of 
the date of the letter. The em- 
ployee actually received the letter 
on August 2. 

Thereafter, the employee sued the 
employer for two months’ salary. He 
hased his claim on the contention 


that thirty days written notice of 
intention to cancel was required and 
that, since he did not receive notice 
until August 2 it could not be effec- 
tive until thirty days later, which 
would be after the commencement 
of the month of September. 

The court, taking the view that 
the employment was based on the 
calendar month, agreed with the 
employee and said: “Since it ap- 
pears that the contract could only 
be terminated 30 days after written 
notice and since the written notice 
was not delivered until August 2 
and since the term of employment 
for the month of September had al- 
ready commenced at that time, it 
was evident that that notice could 
not take effect until the end of Sep- 
tember.” 

Which suggests that, unless he is 
careful, an employer may find it 
much more difficult to discharge an 
employee than to hire him. 
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HOLLYMADE PULLS AND KnoBs 


















MODERNE 













No. 505 (3-inch) Pull retails for . . 10c 
No. 605 (4-inch) Pull retails for . . 15c 
No. 101 Knob retails for ... 2 for I5c 








MONTEREY 














No. 503 (3-inch) Pull retails for . . (0c 
No. 603 (4-inch) Pull retails for . . 15c 
No. 103 Knob retails for . . 2 for I5c 





DURABLE 
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These Modern Streamlined Plastic Drawer Pulls and 
Kifobs are styled to add new life... new sparkle 
to any home... they ave America's outstand- 
ig Pull and Knob Line, widely used in both new 


bu ding and replacement. 
HHOLLYMADE PULLS AND KNOBS are distinc- 

















e fedickad’ dt Colovfal Tealte and Gleam- No, 507 alg Pull wore ~ oa 
Chromium — styled by foremost Hollywood No. 607 (4-inch) Pull retails for . . 15¢ 
No. 105 Knob retails for . . 2 for I5c 





designers. They will not chip or crack—fade or 
farnish. Tenite excels in toughness and resilience. 
Available in Ivory, Yellow, Green, Delph Blue, Royal 
Blue, Black and Red. 


HOLLYMADE PULLS are made in 3 and 4 inch 
lengths—priced. to sell at 10c and 15c complete. 
HOLLYMADE KNOBS sell at 2 for 15c. 


YOUR JOBBER STOCKS 
“‘HOLLYMADE PRODUCTS” 


HOLLYMADE PULLS AND KNOBS are stocked 
and distributed by leading jobbers in key cities 
throughout the United States, Canada, and Mexico. 
Place your order now and start additional 
profits coming your way. If your jobber cannot 
‘Mupply you with the distinctive, profitable HOLLY- 
MADE line, send us his name and we'll see that you 


PACIFIC PLASTIC AND MEG. CO.. Inc. ‘oticcn? 









WILSHIRE 
No. 50! (3-inch) Pull retails for . . 0c 
No. 601 (4-inch) Pull retails for . . 15¢ 
No. 107 Knob retails for . 2 for 15¢ 



































HUGO WEIDMANN, for- 
mer manager of sales for the 
National Tube Co., New Or- 
leans, La., spent almost 50 
years with a single firm. Born 
on April 24, 1873, he went to 
work with the National Tube 
Works Co. in March, 1889. 
He started traveling for the 
firm in 1898, visiting at that 
time the Corsicana oil field. 
In 1901 he succeeded his 
brother Adolph who had 
passed away and for the next 
seven years worked out from 
company headquarters in St. 
Louis. In 1908 the firm cre- 
ated a new sales district and 
Mr. Weidmann was made man- 
ager with headquarters in New Orleans. The territory in- 
cluded all of Texas, Louisiana, Mississippi, part of New 
Mexico, and Mobile and Baldwin Counties in Alabama. 
In 1936 Texas and a portion of New Mexico was included 
in the district with headquarters at Dallas, Texas. Con- 
stant attention to business and a great deal of traveling 
have prevented Mr. Weidmann from holding public office 
although he has always been interested in civic affairs. 
He was a member of the New Orleans Association of 
Commerce and a member of the Members Council from 
its inception. He is a 32nd degree Mason, a Knight 
Templar, a Shriner and a member of B. P. O. E. and 





HUGO WEIDMANN 
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last, but not least, an ex-president of The Old Guard. 
He is a life member of the Southern Yacht Club and the 
New Orleans Athletic Club, was a charter member of 
the Colonial Golf Club and has been a member of the 
New Orleans Country Club and the Audobon Golf Club. 
He says, “I had no principal hobby. I just liked to do 
everything—work or play—and I did both hard and en- 
joyed it.” But it seems to us that liking to do everything 
is a of a hobby in itself—and a mighty good one 
at that. 


SEATON A. WASH- 
BURN, head of the Cleveland 
Hardware Company of Shelby, 
N. C., is celebrating his 50th 
anniversary in the hardware 
business. Mr. Washburn, whe 
will be 79 years old on May 
27, has three sons, all associ- 
ated with him in business. 
Charles is manager of the coal 
department, George is in 
charge of the oil department, 
which serves as wholesale dis- 
tributor for petroleum prod- 
ucts, and Max is manager of 
the hardware department. 

Mr. Washburn states that he 
is not elated over any money 
he has made, but is happy to 
have so many friends. “I borrowed $100 from my uncle 
to start in business after leaving my father’s farm in 
1889,” Mr. Washburn says. “In all the 50 years since my 
store has been located in the same block.” Mr. Washburn 
is active in religious circles. He is a member of the board 
of trustees of the First Baptist Church of Shelby, and 
also a member of the board of directors of the Shelby 
Building and Loan Association. He has been a member 
of Masonic Lodge (Cleveland A. F. & A. M. No. 202) 
for more than 50 years. 

“Yes, I have a hobby,” he says. “I help the ‘Madam’ 
around the house and yard. I have been married 54 years 
and have always been the first person up in the mornings. 
I make the fire and put on the kettle of water, but I don’t 
cook, no sir!” 





8. A. WASHBURN 
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Look at that sturdy, neatly designed case—the irregu- 
larly shaped keyway—the cylinder type key —the 
weather-resisting construction. These things instantly 
suggest high values in padlocks to your customers— 
strength—attractiveness—security. Yet this new IIco 
Padlock is built to afford you a good profit as a 25 
cent retailer. 


You get them all packed in the attractive self-merchan- 
dising display, ready to set out on your counters, six 
padlocks to a display, two displays to a carton. Pad- 
locks are in two attractive finishes, six each, statuary 
bronze and dark gun-metal. 


Here is the “tops” in the low-priced padlock field. You 
owe it to yourself and to your customers to put in a 
stock. Send in your order—Now—for Ilco Padlock 
Number 327. 


Branches in all Principal Cities 


t | The biggest padlock 
j bem ey rw 
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Q) INDEPENDENT 
,. LOCK COMPANY 


Fitchburg, Mass. 
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ADVANCES 


Some Makes, Types, Builders’ Hardware. 
Some Prepared Roofing, Shingles. 
Some Auto, Flashlight, Radio Panel Lamps. 
Some Types of Radio Tubes. 
Lawn Fence, Window Shades 


DECLINES 


Copper. Decalcomania Transfers. 


Builders’ Hardware Some 
manufacturers of lock sets and 
trim have increased prices, on some 
lines, from 5 to 74% per cent over 
previous prices. Broad bevel rim 
lock sets, glass knob lock sets, etc., 
were included. Some manufacturers 
have withdrawn prices. Builders’ 
hardware manufacturers are busier 
as the result of the betterment in 
residential building and seem con- 
fident that their schedules will be 
firm throughout the second quarter. 

* * * 

Prepared Roofing and Shin- 
gles—The Ruberoid Co. has ad- 
vanced carload prices, about 10 
cents per square on most types of 
strip shingles and unit shingles. 
Smooth roll roofings in the heavier 
weights are unchanged, but 35 to 
55 lb. weights are generally in- 
creased 2 to 4 cents per square. 
Mineral surfaced rolls are up about 
5 cents per square. Tarred felt, and 
slaters’ and deadening felts are un- 
changed. New prices are effective 
April 24. 

N a nu 

Radio Tubes—Prices on a 
number of R.C.A. radio tubes have 
been advanced, many of these ap- 
parently reflecting higher manufac- 
turing costs on certain older-type 
tubes, whose relative sales volume 
is decreasing. 

* & * 

Automobile Lamps—A_ few 
reductions have been made on spe- 
cial numbers of Mazda automobile 
lamps, but not on the leading sellers. 
Some advances have been made on 
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Hashlight bulbs and radio-panel 
bulbs. 
* * * 

Lawn Fence and Wire Prod- 
ucts—Mills and jobbers alike report 
April demand somewhat better, with 
barbed wire and fencing particular- 
ly active. Lawn fence has been ad- 
vanced $2.00 per ton in carload lots. 


* * * 


Window Shades—The recent 
decline in price on stock shades has 
been withdrawn, and an advance 
has also been made in the cash dis- 
count, so that costs are now sub- 
stantially higher to all distributors. 
Sales volume thus far in 1939 has 
been encouraging, though at a very 
unsatisfactory margin recently for 
the manufacturers, so that the 
present price betterment will afford 
greatly needed relief. 

Copper Prices — Electrolytic 
copper at eastern basing points, has 
declined ¥ cent, to 1034 cents per 
pound. Copper demand has shown 
some recent improvement. Pro- 
ducers’ sales during March totaled 
28,678 tons, compared to 19,844 
tons in February, and 22,103 tons in 
Mareh, 1938. For the first quarter 
of this year, sales were 64,436 tons, 
compared to 71,073 tons during the 
first quarter of 1938. 

% * % 

Decalcomania Transfers—The 
Meyercord Co., Chicago, Ill., has an- 
nounced drastic price reductions on 
decalcomania transfers, for deco- 
rating walls, furniture. etc. 


Steel Production Decline- 
All of the important indices of steel 
activity are low this week, reported 
the April 13 issue of The Iron Age. 
Orders have declined and ingot out- 
put is three points lower at 51% 
per cent. Pig iron production is 
being reduced proportionately and 
scrap prices with some exceptions 
are down from 50c. to $1.00 a ton. 
The volume of incoming business has 
not dropped drastically, but a spirit 
of caution and hesitation is evident 
among buyers, with the result that 
the orders are of the hand-to-mouth 
variety —small and for immediate 
shipment. Only in tin plate is the 
trend of buying slightly upward. 
while the construction steels— 
shapes, reinforcing bars and piling 
in particular—are holding approxi- 
mately to recent levels. The decline 
in steel production, however, has 
been sharper in some districts than 
the three point drop in the national 
average would indicate. The only 
increases, which were moderate were 
at Buffalo and St. Louis. The 
Wheeling-Weirton district produc- 
tion remained at 76 per cent and the 
Chicago district at 3314 per cent. 


* * * 


Lawn Seed, Fertilizers, etc.— 
Each successive season the home 
gardener, as well as the farmer, real- 
izes more assuredly the value and 
economy of fertilizers, and sales this 
spring have been very heavy. The 
shortage in bone meal is still very 
troublesome—the supply being scant, 
and the demand for use as a feed 
mixture now competing largely with 
the demand for fertilizer purposes. 
Lawn seed prices continue very 


strong. 
x % ® 


Paint sales increase—Sales of 
paint, varnishes, lacquer and fillers 
during February totaled $24,415,138. 
a volume which represents an in- 
crease of approximately 13 per cent 
over sales of February, 1938. De- 
spite the short month, business in 
February also showed a slight ad- 
vance over January sales, which 
totaled $24,229,125. These figures 
were compiled by the Bureau of 
Census, Department of Commerce 
and were based on reports by 579 
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manufacturers. Total sales for the 
first two months of the year 
amounted to $48,644,263, compared 
with $42,901,615 for January and 
February of last year. an increase of 
14 per cent. 

“we * 

Oil burner shipments—Statis- 
tics on orders, shipments and stocks 
of oil burners for the month of Feb- 
ruary, 1939, released by Director 
William L. Austin, Bureau of the 
Census, Department of Commerce 
indicates shipments that month to- 
taled 7674 units. The data covering 
178 manufacturers included com- 
parisons with previous month show- 
ing shipments in January, 1939, 
numbered 8738 units. February. 
1938 

ee % * 

Toys—Wholesalers report a 
much-heavier buying of opening toy 
lines for fall shipment than a year 
ago. The cleaning up of stocks last 
winter was very complete, and short- 
ages were numerous and expensive. 
Ordering at present is not only ear- 
lier and more general, but the quan- 
tities—per item—specified are larger 
in most cases.° Fewer stores are 
“hiding” their carry-over toy stocks 
between seasons, for a year-around 
demand of worth-while nature can 
be developed by proper promotion 
and display. 





Increased volume--American 
Hardware Corp., New Britain. 
Conn., reported at a recent stock- 
holders annual meeting that current 
business is running about 26 per cent 
ahead of a year ago. Gross sales for 
1938 had been 25% per cent off from 
the same month in 1937. 

* * * 
Washer, lroner Sales Increas 
-H. J. Bowerfind, president, Hor- 
ton Mfg. Co., Fort Wayne, Ind.. 
manufacturers of electric washers 
and ironers, has announced that 
sales have shown a steady advance 
through the first three months of the 
year with prospects excellent for the 
rest of the season. 
*% * % 

Refrigerator sales heavy- 
Preliminary month-end reports indi- 
cate shipment of approximately 36.- 
000 Norge refrigerators, ranges and 
washers during March, according to 
Howard E. Blood, president, Norge 
Division and executive vice-presi- 
dent,, Borg-Warner Corp., Detroit. 
Mich., the parent company. “Ap. 
proximately 36,000 Norge products. 
valued at better than $4,500,000 
were shipped during March,” Mr. 
Blood said, “this being the heaviest 
shipping schedule so far this year. 
April production will be increased 
approximately 25 per cent, with a 
shipping schedule of 45,000 prod- 


ucts. Norge Rollator refrigerator or- 
ders in six key distribution areas are 
more than 10 times as great as dur- 
ing the same period last year.” 

* * * 

Trade-in campaign—The ua- 
liunal trade-in campaign of the 
Toastmaster Products Division, Mce- 
Graw Electric Co., Elgin, IIl., is pro- 
ducing sales beyond expectations, 
according to K. C. Gifford, general 
sales manager. Orders for the Toast- 
master products included in the 
trade in offer were up 163 per cent 
for the first three weeks of the cam- 
paign as compared to the same pe- 
riod last year. 

* * * 

Orders gain 33 per cent—Or- 
ders received by General Electric 
Co. in the first quarter of 1939 
amounted to $86,882,953, compared 
with $65,376,400, for the correspond- 
ing period in 1938. or an increase of 
33 per cent. 

aa * * 

Building industry March 
residential contracts, despite severe 
storms and a delayed spring, rose 
to the highest level on record since 
October, 1929. The gain over the 
March. 1938, total for the 37 states 
east of the Rocky Mountains 
amounted to 58 per cent according 
to F. W. Dodge Corp., New York 


City. The gain of 59 per cent over 
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CHAIN STORE SALES RECORD 





1938 1937 


$ 97,313,547 |$ 99,359,519 
147,995,974| 154,234,470 
82,187,173| 87,871,478 
42,189,148} 42,522,240 
21,158,649| 23,237,672 
49,031,416) 50,308,533 
257,961,665 | 275,378,771 


W. T. Grant.. 

8. 8. Kresge Co. 

8. 2 Kress Co... : 
G. Murphy Co. 
Rae Bros. . 

J. J. Newberry Co. 
J.C. Penney Co.. 
Peoples Drug Stores 
Walgreen Drug Co. 


21,780,021| 22,428,658 
; 68,019,858; 68,666,615 
F. W. Woolworth Co... | 304,294,565 | 304,775,189 
ag oe Ward.. 408,044,956 | 410,699,553 
tSears, Roebuck ...... | 503,244,563 | 543,239,325 
tKroger Grocery . . | 231,237,796 
tSafeway Stores... . 368,007,824 | 380,320,284 

. L. Green Co.. 32,189,745| 29,707,070 


Nn 


Department Stores. . x x 
(Federal Reserve) 
Rural (Small-town) | 
Stores ($) (*)...... x x 












































t 4 weeks and 8 weeks respectively. 


Yearly Sales Volume Current Month Percent Chan 
So Ap PO Re ee ate — ye : 1939 vs. 19; 
1939 1938 —— 
1936 1935 1934 OS TE eo — | 
February 2 months February _ 2 months | Feb. 2 mos. 

—E = —= ———— Eee — —= ! —_ —_ = a 
is 97,891,288/$ 91,979,113|$ 84,760,699 1$ bag a gt os 11,279,186/$ 5,522,282/$ 10,850,426 4.1 3.9 
148,710,181 137,885,426 137,426,906 9,547,104| 18,810,098 9,396,098; 18, 417, 842 1.6 2.1 
86,767,531; 78,479,130 75,662,276 5,162,532 10,217,998 5,357, —3.6:| —2.8 
37,995,356) 31,597,890) 27,995,481 2,752,150 5,437,685 2,488. 10.6 9.2 
21,741,359} 19,396,395| 17,433,281 1,278,775 2,524,731 1,12 13.6 12.0 
48,372,884 43,385,398; 41,057, 2,989,332 5,797,284 2,77:  & 3 6.7 
258,325,311) 225,937,155) 212,031,287] 14,612,723) 31,139,335 3,4é 8.7 8.4 
21,153,239| 19,235,757| 16,902,713 1.737,147| 3,510,367 1,62 4.7 3.1 
63,919,525) 58,519,610; 54,783,886 5,645,748! 30,417,519 5, 6.6 2.6 
299,378,401| 268,745,500} 270,679,683] 20,685,910; 40,338,505 3.1 2.8 
354,366,602) 305,011,508) 261, _ 543] 24,964,107; 49,762,652 14.7 10.4 
495,715,293) 391,435.649| 336,901,000] 34,106,943) 65,603, 13.1 8.9 
29,547,309 | 242,281,638) 227,739,064) 220,375,971] 18,028,834| 35,197,771) 17,756,440 35, '722,075 1.5 1.0 
340,024,344 See 241,837,753 800,360} 53,515,095| 27,678,052) 54,409,576} 2.0} —0.9 
pO | eee rer sane 1,959,452) 3,957,802 1,780,246 3,570,075} 10.1 10.9 
x x x x 4 x x —2.0| —2.0 

| | 
x ea 4 x M4 4 x 5.5 | -6.0 
t February. * Based on comparison of identical stores only. 
AE ES 
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February, 1939, was somewhat more 
than the usual seasonal increase. 
Total contracts for all classes of con- 
struction started during March, 
amounted to $300,661,000 which rep- 
resented a gain of 32 per cent over 
March of last year and a further 
gain of 36 per cent over February 
of this year. All major classes of 
construction contributed to these 
gains. Total construction contracts 
for the first quarter of 1939 have 
reached the highest volume in eight 
years. The gain over last year 
amounted to 44 per cent, while the 
increase over the first quarter of 
1937, which represented the pre- 
vious high point in the recovery pe 





riod, amounted to 17 per cent. In 
residential building, the contract 
total for the first quarter represented 
a 10-year peak. The gain over the 
corresponding period of last year 
amounted to 83 per cent, and ove? 
the first three months of 1937 to 23 
per cent. In non-residential build. 
ing, corresponding gains over the 
first quarter of last year amounted 
to 30 per cent while contracts for 
public works and utilities were 25 
per cent ahead of the first three 
months of 1938. 
* * _ 

Easter impetus—With the 
Easter shopping season nowrunning a 
close second, in general retail vol- 





By ROBERT PILGRIM 
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WERE USED AS EARLY 
AS 1661! THE EARLIEST 
DESCRIPTION WAS 
MADE IN T. BARKER'S 
“ART OF ANGLING,” 
WRITTEN THAT YEAR, 





























CARNIVALS, STOVES 
ARE RENTED SO 
THE MERRY-MAKERS 
CAN COOK THEIR 
OW £O00D. 










AN EGG SHAPED LIKE AN 
ELECTRIC LIGHT BULB! 





THE SHAPE WAS CAUSED BY 
THE HEN STARING AT A LIGHT 
BULB INSTALLED IN A HEN- 
HOUSE, ACCORDING TO ITS 
OWNER, A RUSSELLSVILLE, KY., 
FARMER. 














ume, to the pre-Christmas periud, 
hardware stores have been benefited 
recently in their housewares and gift 
sections. The chief reliance for 
April volume, however, has been, as 
always, the wide variety of spring 
seasonable merchandise included in 
the modern hardware stock. In most 
states, the temperature has not yet 
encouraged a heavy demand for 
warm-weather goods, such as camp 
accessories, lawn mowers, garden 
hose or sprinklers, but there has 
been a lively call for all planting 
and clean-up supplies, for farm and 
garden. Shovel sales are running 
ahead of 1938, with no indication of 
any change in prices. 


* * * 


Lumber orders—With lead- 
ing mills operating conservatively, 
jobbers report delays in shipment of 
replacement supplies of staple build- 
ing trim, including screen frame 
stock and moldings. The industry’s 
latest statistics, reported by the Na- 
tional Lumber Manufacturers’ Asso- 
ciation show that new business in the 
week ended April 1 was 26 per cent 
above that of the corresponding 
week of 1938, while production in- 
creased only 8 per cent. 


* *~ x 


Furniture—Hardware jobbers 
distributing furniture report a very 
fair activity in the larger value din- 
ing and living room pieces, and 
great interest in the new designs of 
porch and outdoor furniture. Profit 
margins in furniture for the retailer 
are attractive, and many hardware 
stores are carrying samples or spe- 
cialty lines, or are selling from cata- 
logs and price lists furnished by 
their wholesalers. The National As- 
sociation of Furniture Manufactur- 
ers recently have reported good 
gains in factory orders, shipments 
and pay rolls for February, and for 
the first two months combined. Feb- 
ruary orders were 19 per cent ahead, 
and the two months were 21 per cent 
ahead of the corresponding 1938 


period. 
* * * 


Electrical Utilities—February 
sales statistics, recently released, 
show considerable betterment over 
the 1938 figures. Typical are the re- 
ports of household refrigerators, 
which totaled 184,643 units in Feb- 
ruary, against 134,946 for the same 
month last year. For two months, 
this year’s sales were 324,695, as 
against 232,587 in the same period 
of 1938. Typical also are the statis- 
tics of electric vacuum cleaners, 


(Continued on page 94) 
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AMERICA’S MOST*BEATEEYFUL BICYCLE | 
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@ For the first time in the history of the industry the prevailing lines 
of motor car design have been engineered into a bicycle. * If you —_¢ competes in the volume market, * This streamlined value is the natural 
want to know whether this new beauty stimulates the cash register, — spear-head of your 1939 bicycle program. * Shipments can be made 
just put one of them on your sales floor—in competition : i with any other at once. * Complete catalog and prices will be gladly sent on request. 
fe * of this new style leader. The price bas been held down to.a point where - JHE MURRAY OHIO MFG. CO. ° CLEVELAND, OHIO 
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Modernization Increases Sales 


for Hanson Hardware Co. 


Rochester, Minn., firm finds that sales have 
increased since up-to-date store front 
and interior have been installed 





Display tables of this type aid 
in solving the display problem. 


ONSTANTLY increasing vol- 
ume and the need for more 
display room have brought 

about a large expansion pro- 
gram for the Hanson Hardware 
Co., Rochester, Minn., a 36-year- 
old firm serving customers in a 
wide trading area in southern 
Minnesota. 

The firm now has a much im- 
proved interior display arrange- 
ment for its appliances, paints, 
builders’ hardware and kitchen 
utensils and also possesses two 
wide, modern display windows at 
the front of the store. The re- 
modeled store was reopened dur- 
ing the middle of last September 
and is running well ahead of the 
preceding year in volume of busi- 
ness, according to Oscar V. Han- 
son, senior partner. The store, 
under the new arrangement, has 
10 distinct divisions, which are 
tools, builders’ and contractors’ 
materials, sporting goods, cutlery, 
house furnishings, paints, stoves, 
toys and electrical goods, includ- 
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ing auto accessories and refrigera- 
tors. 

“Our new front gives us almost 
40 per cent more display space 
than our old one,” says Mr. Han- 
son, “and it has helped bring more 
people into our store as well. This 
front has been faced with a cream 
and black colored vitrolite, bor- 
dered with a dull chromium metal. 
Above the vitrolite, which encases 
the display windows, the front has 
been faced with a cream colored 
brick. We also have excellent 
lighting, which makes objects on 
display in windows stand out al- 
most as if in daylight.” 

The key feature of the display 
and merchandising setup of the 
main floor, under the remodeling 
plan, is a long row of double tables 
with receding pyramid sides and 
faced, at the front, by three mod- 
ern electric ranges, placed in the 
form of a triangle. Although 
stoves and ranges are shown in 
profusion on the second floor, the 
firm has a number of ranges, re- 





This triangular range display 
stops those entering the store. 








The ranges from another angle 
with china shown at the left. 


{frigerators and washers on the 
first floor to attract attention there 
and stimulate prospects to go up 
another floor to see the main dis- 
play. 

The center display on the main 
floor runs to the rear of the store 
with no intersecting aisles until the 
rear paint department is reached. 
This makes it possible to show a 
great deal of merchandise in an 
effective manner with related mer- 
chandise displayed on both sides 
of the tables. 

“This new display setup, along 
with our improved lighting, is 
bringing us additional business,” 
states Mr. Hanson. “We have been 
surprised at the increase in store 
traffic since our bright front and 
interior have been opened again 
to the public. A remodeled store, 
stocked with the right merchan- 
dise, will increase store traffic, and 
when store traffic is increased, 
sales mount, provided the right 
selling effort is put forth.” 

Some excellent tables and coun- 
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100 HOT Wo7 10 HANDLE 


Record sales 
prove it sells 
on sight! 












The major 
Small appliance 
for 1939! 
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MANNING-BOWMAN ize 0-0 


WAFFLE BAKER 


cut), Bakes Waffles 2-at-a-time . . . Automatically 


@ How was Twin-O-Matic elected vertising will introduce it to most 
the Major Small Appliance of of the people in your neighbor- 
1939? By sales votes! A record hood. And free sales helps will 
unequalled! 40,000 sold in short complete the job for you. 

pre-test period. Quick resales! For special deal information, 


Quick reorders!—And more sales! ask your distributor. Or write us 
The net result for dealers—new today. 


: volume—new profits! 
GREATEST Put Twin-O-Matic to work in MANNING, BOWMAN & CO. 
WAFFLE BAKER ADVERTISING your store. Dramatic national ad- MERIDEN, CONN. 
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ters for the display of light and 
heavy tools have also been placed 
on the first floor to accommodate 
those who do not wish to go up- 
stairs. This feature has helped to 
win more of the builders’ and con- 
tractors’ trade. 

On the second floor is an excel- 
lent appliance division. Here new 
stoves and ranges, washing ma- 
chines and_ refrigerators are 
shown. There is also a large room 
for the showing and selling of 
builders’ hardware, which is an 
important feature of the Hanson 
Hardware Co. business. There is 
also a well equipped repair shop, 
where refrigerators, washers and 
stoves and other major items are 
repaired for customers and where 
the firm’s own trade-in stock is 
reconditioned to sell for a profit to 
« good market. 

“We have handled our own pa 
per on time sales for a number of 
years,” says Mr. Hanson, “and we 
think this is an important feature. 
In this way, we can make a little 
profit off the financing, and at the 
same time exercise absolute con- 





trol over our sales. The only ex- 
ception is our refrigerators, where 
the paper is handled elsewhere.” 

This firm sold three carloads of 
refrigerators during the 1938 
spring and summer season, as well 
as several hundred stoves and 
ranges and washing machines. 

“We have only one salesman 
doing outside selling,” says Mr. 
Hanson, “otherwise we handle all 
our appliance volume right at 
the store. We have so many pros- 
pects who visit us that we are 
kept busy on appliances without 
having to resort to much outside 
selling. Yes, this volume of busi- 
ness can be handled without too 
much advertising expense. Of 
course, we exhibit at all home 
shows and county fairs and this 
widens our contacts. We are also 
doing considerable regular news- 
paper advertising, amounting to 
several thousands of dollars yearly. 
Don’t get the impression we are 
doing a whale of a business and 
are selling everybody. We aren’t, 
but we sell enough to ring up a 
nice statement every year.” 


At the same time the remodeling 
of the store was completed, the 
Hanson Hardware Co. celebrated 
its 36th anniversary with a big, 
store-wide sale which was decided- 
ly successful and which attracted 
many people from a wide area. 

Mr. Hanson entered the firm as 
a partner with George Hall in 
1902. They purchased the business 
from George Parmalee in that 
year and for about seven years, it 
was known as the Hall & Hanson 
Hardware Store. 

Shortly after the formation of 
the new firm Carl W. Oesterrich, 
present partner, entered its employ 
as bookkeeper.’ In 1909, Mr. 
Hanson purchased his partner’s in- 
terest and managed the store alone 
until 1917 when Mr. Oesterrich 
purchased a half interest. In 1924 
the store was completely depart- 
mentalized and enlarged, but in- 
creasing business made another re- 
modeling necessary last year. 

Both partners are very active in 
local civic affairs, and Mr. Han- 
son is at present chairman of the 
retail division of the Rochester 
Chamber of Commerce. 


Hardware Hats Make she Newsreels! 





Hardware hats are hardy perennials and usually bloom in the spring. Here are three which were 
designed by the Railey Milam Hardware Co., Miami, Fla., and which proved to be so interesting that 


they were featured in one of the national newsreels. 


The Easter bonnet at the left is composed 


of a bean baking pot, trimmed with a dog collar and clothes pins and topped off with an electric 
iron. The one in the center has a front ornament composed of a doorbell while a paint brush and 


potato masher aid in decorating the colander foundation. 


The one at the right might be termed a 


sports hat for it is largely composed of fishing tackle of various kinds. Milam’s spring style 


show certainly turned out some novel creations fully as attractive as those seen on Park Avenue. 
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TYDINGS-MILLER LAWS OPPOSITION INADEQUATE 
TO FORCE REPEAL DURING CURRENT SESSION 


(Washington Bureau 
of HARDWARE AGE) 


The combined opposition of the 
Federal Trade Commission, the 
Department of Justice, depart- 
ment stores, chain and mail 
order firms, is held to be inade- 
quate to put Congress in a mood 
to repeal the Tydings-Miller re- 
sale price maintenance law. 

The FTC, which already has 
registered criticism toward the 
law at hearings before the Tem- 
porary National Economic Com- 
mittee, is generally expected to 
hammer away at the statute when 
it again takes the stage at TNEC 
hearings. Reflecting the Com- 
mission’s viewpoint that the law 
limits retail competition, FTC 
spokesmen at the hearings re- 
ferred to the statute as a price 
fixing measure and complained 
that the Commission had been 
required to drop several cases 
involving price fixing since the 
law was put on the statute books 
in August, 1937. 

The FTC also has been given 
authority to spend $65,000 to in- 
vestigate state fair trade laws 
and the effect of resale price 
maintenance. This figure, while 
tentative and subject to change 
if Congress should divert FTC’s 
finances and order an investiga- 
tion covering another subject, 
was contained in an appropria- 
tion measure passed by Congress. 
While it will not result in the 
exhaustive investigation which 
the WPA marketing and research 
division attempted a year ago 
and later abandoned after the 
TNEC was set up, it will give 
the Commission an opportunity 
to develop facts on a subject 
about which it has expressed 
concern, 

The Justice Department broke 
a long period of silence on the 
Tydings-Miller law several 
months ago by calling for “legis- 
lative reconciliation” because the 
statute, in the words of Assistant 
Attorney General Thurman Ar- 
nold came to “a head-on colli- 
sion” with the Sherman Anti- 
Trust Act. Justice Department 
officials also are expected to use 
the TNEC hearings as a medium 
for voicing further opposition. 
Chain and mail order organiza- 
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tions are also reported to be 
pushing for enactment of two 
pending bills designed to repeal 
the price maintenance statute. 
But despite all these efforts there 
is little if any chance that Con- 
gress will give serious consider- 
ation to repeal. 

One likely development re- 
garded as a test of Congressional 
sentiment is the possible passage 


of a bill just reported out of 
committee which would add the 
District of Columbia to the list 
of 43 states where fair trade laws 
exist. A similar measure was 
killed last session but the pend- 
ing bill is generally expected to 
stand a better chance of enact- 
ment, barring last-minute compli- 
cations which defeated last year’s 
measure. 








AITKEN RETIRES FROM 
GEO. WORTHINGTON CO. 
David Aitken, Sr., has retired 

from the Geo. Worthington Co., 
Cleveland, Ohio after 37 years 





DAVID AITKEN, SR. 


with the company’s electrical de- 
partment. Mr. Aitken who has 
been actively associated with the 
electrical industry for 42 years, 
plans a long rest. His residence 
is at 27931 Gilchrist Drive, Cleve- 
land. 


BARLOW & SEELIG NAMES 
NEW DISTRIBUTORS 


The Barlow & Seelig Mfg. Co., 
Ripon, Wis., has appointed O. S. 
Peterson, Los Angeles, repre- 
sentative for “Speed Queen” 
products in southern California, 
and H. E. Caygill, San Francisco, 
representative in the northern 
part of the state. The Apollo 
Distributing Co., Newark, N. J., 
is the new “Speed Queen” dis- 
tributor for North Jersey, and 





the George H. Wahn Co., Boston, 
for eastern Massachusetts, New 
Hampshire, and Vermont. 





TOMAJAN IS GEN. MGR. 
FOR THE WASHBURN CO. 


John S. Tomajan, vice-presi- 
dent and general sales manager 
of The Washburn Company, Wor- 
cester, Mass., was elected gen- 
eral manager to succeed Reginald 
Washburn at the annual meeting 
of the directors on March 29, 
1939. 

Mr. Washburn will continue as 
president of the company, which 
has plants in Worcester, Mass., 
Rockford, Ill. Plants of asso- 
ciated companies are operated in 
Niles, Mich., as the Michigan 
Wire Goods Company, and in 
Watford, Ontario, Canada, as The 
Andrew Wire Works of Canada, 
Ltd. The Washburn Company 
has;been in business for over 
fifty years manufacturing a long 
line of kitchenware, housewares, 
and hardwares, marketed under 
the trade name of “Androck.” 








JOHN 8. TOMAJAN 





FRANK H. SHERWOOD 


Whose appointment as sales 
promotion and advertising man- 
ager for the Eagle Lock Co., 
Terryville, Conn., was announced 
on page 103 of the April 6 issue 
of Harpware AGE. 


ROWLAND HEADS OSBORN 
SALES AND ADVERTISING 


C. W. Titgemeyer, vice-presi- 
dent, announces the appointment 
of G. O. Rowland as advertising 
and sales promotion manager of 
the Osborn Manufacturing Com- 
pany’s Brush Division, Cleveland, 
Ohio. Mr. Rowland, formerly 
general manager of Brush-away 
Products, has served Osborn for 
the past four years, The first 
three years he spent as sales rep- 
resentative in the Middle West. 
He came into the Cleveland offce 
in the summer of 1938 as man- 
ager of distributor sales. 


WEST COAST DISTRIBUTOR 
FOR SEYMOUR PRODUCTS 


Seymour Products Co., Inc., 
2416-18 W. Roosevelt Rd., Chi- 
cago, manufacturer of “See- 
More” venetian blind cleaner, has 
appointed D. N. & E. Walter Co. 
as its exclusive distributor on the 
West Coast. The Walter organ- 
ization covers the states of Cali- 
fornia, Oregon, Washington, Ida- 
ho, Montana, Utah, Nevada, Ari- 
zona, and the Hawaiian Islands. 
It has warehouses in San Fran- 
cisco and Los Angeles, Calif., 
Salt Lake City, Utah, Seattle, 
Wash., Portland, Ore., and Spo- 
kane, Wash. 
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WICKWIRE SPENCER STEEL COMPANY 
ADVANCES BUSSMANN and McSHEEHY 


Transfers hardware products department to Chicago, 
Ill., and its wire sales department to Buffalo, N. Y. 


R. L. Foster, general sales 
manager of the Wickwire Spen- 
cer Steel Company, 41 E. 42nd 
St., New York City, and its sub- 





T. H. McSHEEHY 


sidiary, the American Wire Fab- 
rics Corp., has announced the 
appointment of A. G. Bussmann 
and T. H. McSheehy to new posi- 
tions in addition to their present 
managerships of the wire sales 
department and Chicago sales dis- 
trict respectively. 

Mr. McSheehy adds to his pres- 
ent duties the direction of the 
hardware products department, 
which has been moved from the 
general sales offices at New York 





A. G. BUSSMANN 


APRIL 20, 1939 





City to the company’s Middle- 
West office at 221 North LaSalle 
St., Chicago, III. 

Mr. McSheehy’s more than 20 
years of sales activities in the 
steel industry includes engineer- 
ing and sales service with the 
Pennsylvania Railroad and later 
with the American Steel and 
Wire Co. before becoming affili- 
ated with the Chicago sales dis- 
trict of Wickwire Spencer in 
1924. After transferring to New 
York as manager of structural 
products sales for four years, he 
returned to Chicago in 1931 
where his activities as district 
manager have brought him in close 
contact with the hardware job- 
ing trade, distributing screen 
wire cloth, poultry netting, hard- 
ware cloth and other kindred 
wire items. 

Mr. Bussmann’s move to Buf- 





falo, N. Y., takes the wire sales 
department to the Buffalo sales 
office at 70 Niagara St.; closer 
to Wickwire Spencer Steel’s new 
wire specialty plant now nearing 
completion at North Tonawanda. 

In addition to continuing as 
wire sales manager he will direct 
the activities of the Buffalo dis- 
trict offices, including the sale 
and distribution of the numerous 
products of the wire, springs, 
hardware, wire rope, mechanical 
specialties, fabric and fence divi- 
sions of the company. 

After graduating from the Car- 
negie Institute of Technology Mr. 
Bussmann served as chemist of 
the New York Public Service 
Commission at New York City 
and then for 14 years as chemist 
and welding engineer of the 
American Steel and Wire Co., 
after which he came to Wickwire 
Spencer as wire and springs sales 
manager. Mr. Bussmann’s new 
appointment comes after an ac- 
cumulation of years of practical 
experience in the research and 
development of wire and wire 
products. 








GREATER PROTECTION FOR RETAILERS 
SEEN IN WAGE-HOUR REVISION 


(Washington Bureau 
of HARDWARE AGE) 


Retailers handling goods manu- 
factured in violation of the Fed- 
eral wage-hour law would be 
given greater protection from 
liability under a proposed revi- 
sion of the law sponsored in the 
House by Representative Mary 
T. Norton, chairman of the House 
Labor Committee. 

The existing act makes it un- 
lawful to sell, ship or deliver in 
interstate commerce any goods 
produced in violation of the act. 
A retailer who innocently shipped 
unlawful goods across state lines 
is not subjected to the $10,000 
fine or imprisonment but, after 
once being notified of the char- 
acter of the goods, becomes 
liable. 

This provision, which has 
worked somewhat of a hardship 
on retailers near state lines, 
would be changed under the 
Norton bill to permit the Ad- 
ministrator to exempt goods from 
the operation of the penalty pro- 
vision if at the time of accept- 





ance the retailer has no reason 
to believe they were produced in 
violation of the law. 

The proposed revision would 
also exempt so-called “white col- 
lar” employees receiving $200 or 
more a month from the overtime 
wage provision of the law. Here- 
tofore, unless such workers were 
classified as being employed in a 
supervisory or executive capacity, 
they were not exempt from the 
provision. 


REVERE PLANS 
PLANT ADDITION 


J. M. Kennedy, vice-president 
and general manager of the Rome 
Mfg. Co. Division, Revere Copper 
and Brass, Inc., Rome, N. Y., 
has announced that a new addi- 
tion is planned for that divi- 
sion. Providing 17,000 additional 
square feet of manufacturing 
space, this new building is ne- 
cessitated by the enthusiastic re- 
ception accorded the new Revere 
Ware. 














TENNESSEE COAL, IRON CO. 
ADVANCES C. I. AUTEN 
Appointment of C. I. Auten as 

manager of sales of the Cold 

Formed Steel Division of the 

Tennessee Coal, Iron and Rail- 





Cc. I. AUTEN 


road Company, Birmingham, Ala., 
has been announced by M. H. 
Geisking, vice-president and gen- 
eral manager of sales. Mr. Auten, 
formerly a sales engineer, will 
direct sales activity pertaining to 
the use of cold formed steel prod- 
ucts in eight Southeastern states, 
with particular emphasis upon 
materials for prefabricated steel 
dwelling houses and farm build- 
ings. 

Since joining the Tennessee 
Company last March, Mr. Auten 
has been occupied with the co- 
ordination of developments of 
steel for new purposes. He has 
directed ,T.C.I. activities in co- 
operating with Farm Security Ad- 
ministration engineers to develop 
prefabricated steel buildings re- 
cently erected by the company for 
the federal agency. 

Formerly vice-president of 
Truscon Steel Company, of 
Youngstown, Ohio, Mr. Auten is 
widely kown throughout the steel 
industry. 

With the announcement of Mr. 
Auten’s appointment, Mr. Geis- 
king also made known the desig- 
nation of C. M. McKenna as as- 
sistant to the manager of sales 
in the Cold Formed Steel Divi- 
sion. Mr. McKenna also _for- 
merly held the position of sales 
engineer. 
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ARRANGEMENTS COMPLETED FOR 


EASTERN GOLF TOURNAMENT 


H. L. Gilliam, secretary-trea- 
surer of the Eastern Hardware 
Golf Assn., 9 Rockefeller Plaza, 
New York City, has announced 
details of transportation arrange- 





H. L. GILLIAM 


ments and playing schedules for 
the association’s fifth annual 
tournament, June 1 to 3, 1939, 
at Virginia Beach, Va. Special 
rates of $7 per day at the Cava- 
lier Hotel for two in a room will 
be available and members are 
urged to send their reservations 
in early, naming their room- 
mate. 

The tournament will be held 
on the Princess Anne Golf 
Course. On Thursday, June 1, 
the qualifying round of 18 holes 
medal play will be held. Players 
will then be drawn for match 
play in flights of 16 in the order 
of their qualifying score. The 
first 16 low scores constitute the 
championship flight to compete 
for the Hardware Trophy. On 
the second day there will be 
match play in all flights. Two 
nine-hole matches will be played 
in the morning and one nine-hole 
match in the afternoon. Consola- 
tion matches will be arranged for 
everyone up to the finish. 

On Friday, June 3, the finals 
in all flights will be held and 
also the final dinner and distri- 
bution of prizes in the afternoon. 
Prizes will be awarded to the 
low and next low medalist and 
to winners and runners up in all 
sixteens and to defeated eights 
and first and second consolation 
flights. The Tin Cup will again 
be awarded. 

Members coming from the East 
will have a varied selection of 
transportation facilities, Virginia 
Beach being accessible by water 
from many eastern points. The 
Merchants and Miners Steamship 
sails out of Boston, Mass., at 5 
p. m., Tuesday, May 30, and for 
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the return trip on Saturday, June 
3 is delaying its sailing hour to 
accommodate the closing events 
of the tournament. A. Perley 
Chase, Chase Parker & Co., Bos- 
ton, is in charge of arrangements. 

Sailing out of New York City 
at noon, May 31, is the Eastern 
Steamship Line. Carlton B. Wal- 
ler, Underhill, Clinch & Co., 111 
8th Ave., New York, is in charge. 
From Washington, D. C., the 
Norfolk and Washington Steam- 
ship Line sails at 6.30 p. m., May 
31. Leo C. May, May Hardware 
Co., 1818 New York Ave., N. E., 
Washington, is in charge of this 
group, which also includes the 
Baltimore contingent. Bus trans- 
portation will be provided from 
the Norfolk piers to the Cavalier. 

To those members going on 
the Triple Mill Supply Conven- 
tion cruise to Bermuda, Mr. Gil- 
liam points out that the U. S. 
Maritime Regulations require that 
passengers leaving New York 
must return there and cannot dis- 
embark at Norfolk. The Monarch 
of Bermuda, however, will call 
at Norfolk at 8 a. m. on May 26 
and return at the same hour on 
May 31, and members are urged 
to begin their Bermuda cruise at 
Norfolk and disembark at the 
same port. 

Additional information con- 
cerning the golf tournament and 
aitangements can be secured 
from Mr. Gilliam 


WESTERN ASSN. WILL 
MOVE TO KANSAS CITY 


The Western Retail Imple- 
ment and Hardware Association 
will move its offices to the Scar- 
ritt Bldg., Kansas City, on or 
about May 15, it was announced 
following a meeting of the board 
of directors. The association, 











Golden 
Jubilee while in convention at 
Kansas City last January, has 
maintained its offices in Abilene, 
Kan., since its organization. The 
fact that establishment of its 


which celebrated its 


headquarters in Kansas City 
would put it closer to the dis- 
tributing center of its members, 
was responsible for the decision 
to make the move. H. L. Covert, 
secretary-treasurer will move to 
Kansas City also. 

In addition to J. R. Whitla, 
Edgerton, Kan., president, L. H. 
Dunton, Arcadia, vice-president, 
and Mr. Covert, the directors at- 
tending the meeting were H. B. 
Smith, Richmond, Mo.; George 
S. Straight, Eureka, Kan.; Clar- 
ence G. Nevins, Dodge City, 
Kan.; Clarence R. Waters, Junc- 
tion City, Kan.; Eddie Potter, 
Macon, Mo.; F. Ackarman, 
Sedan, Kan.. Sam Zuercher, 
Wichita, Kan.. and Frank H. 
Spink, Kansas City. Three for- 
mer presidents of the association 
were also present: Fred L. 








Taylor, Lyons, Kan.; M. M. 
Smith, Clay Center, Kan., and W. 
C. Cole, Bethany, Mo. 


PITTSBURGH STEEL CO. 
CLOSES TWO WAREHOUSES 


The Pittsburgh Steel Co., 
Pittsburgh, Pa., is discontinuing 
its Memphis and St. Louis ware- 
houses and is closing its district 
sales office at Memphis. It is 
understood the present low prices 
on merchant wire products, par- 
ticularly nails and barbed wire, 
in conjunction with substantial 
freight absorption from the com- 
pany’s plants at Pittsburgh have 
dictated this move. 

According to the company, the 
warehouse stocks of merchant 
wire products will be liquidated 
in an orderly manner. Pitts- 
burgh Steel will continue the 
sales of certain wire products 
such as woven wire field and 
poultry fencing, lawn fencing, 
and manufacturers’ wire in the 
St. Louis and Memphis districts. 








ALBANY HARDWARE & IRON CO. 
HOST TO “UNIVERSAL” DEALERS 


The Albany Hardware & Iron 
Co., Albany, N. Y., on March 24, 
was host to dealers at the first 
showing in the eastern New York 
area of the new Universal “Pros- 
perity Line for 1939.” The meet- 
ing was opened by W. C. Dear- 
styne, president of the Albany 
organization, who introduced Lee 
Moss of Landers, Frary & Clark, 
New Britain, Conn. Mr. Moss 
demonstrated his company’s 
“Clean Air” vacuum cleaner. 

Charles Levine of the New 
York Power & Light Corp., pre- 
sented an unique promotion of 
electric ranges. Miss Virginia 
Bennett of the Universal organi- 
zation conducted a cooking dem- 





onstration and outlined the sales 
story and features of her com- 
pany’s new white line of electric 
ranges. This was followed with 
the salesman’s point of view, dis- 
cussed by Harry Case of the Al- 
bany company. Mr. Case also 
discussed the Universal washers. 
Fred Collins, representative for 
Universal Appliances in that ter- 
ritory, then discussed a progres- 
sive plan of refrigerator sales. 
The company’s National Hard 
ware Week specials were also 
presented to the dealers. These 
included such items as coffee 
maker, ironers, toaster, wafile 
irons and other small appliances. 





This attractive black and white display of major appliances of Landers, Frary & Clark, New Britain, 
Conn., was shown at the recent dealers’ meeting held at the warehouse of the Albany Hardware & Iron 
Co., Albany, N. Y. It was designed and built by Willis Mallette of the Albany organization. 
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MIS KINNEY 02% c0e: 
| , oo 


Cost No More Than Ball Bearing Hinges 


Builders everywhere are enthusiastic about McKinney Oilite 
aring Butts as applied to exterior doors. It's the one Butt 
Hinge that offers absolute silence, perfect alignment and 
long service—at no extra cost. 
hese modern hinges are the result of two years testing 
with “Oilite’—the self-lubricating metal that has been so 
successfully applied to automobiles, farm implements, wash- 
ing machines, etc. 
McKinney hinges are available in all sizes and styles for 
public buildings, churches, schools, and residences. Let us 
send you complete information. 


McKINNEY MANUFACTURING COMPANY, PITTSBURGH, PENNA. 





McKINNEY OFFERS TWO NEW DESIGNS 
IN FORGED IRON—AMERICAN COLONIAL aS BEDFORD 


DESIGNERS AND MANUFACTURERS OF GOOD HARDWARE FOR 73 YEARS 
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5 The Doo-Klip 
@ Check your _Doo-Klip stocks now, for 1939 is going to bring an all-time high Long-Handled 


for sales of Doo-Klip Grass Shears. A powerful national advertising campaign Shear (Height 43") 


Yoo Seehe a ‘ 


BIG NATIONAL AD CAMPAIGN 
NEW DISPLAY MATERIAL \ \\ / 
AN IMPROVED SHEAR . \\\\\\\iii Ss —— 

NATIONAL NRO \\\\\\bhias “ aS = HANDLE PREVENTS 








HARDWARE Pe a \ " \ ae SS SPREADING 
WEEK CO. ane ; 
OPERATION Another Best Seller— 
















appearing in all the better home and garden magazines will reach nearly 4,000,000 . SOLD 
or, It will tell ‘them of Doo-Klip superiorities, about National Hardware Used Standing 6 
eek, and send them into your store ready to buy. Ask your jobber now abour Erect—Featured NLY 
the greater profit opportunities on Doo-Klip Grass Shears and other Doo-Klip in National THROUGH 
tools this year. Ads| YOUR 
ALLIANCE MANUFACTURING CO., ALLIANCE, OHIO JOBBER 
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MAKE EXTRA PROFITS 
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GPM GARDEN 
PEAT MOSS 


in these new 
CONVENIENT 
EASY-TO-HANDLE 


BAGS! 


Here's a new, convenient, easy-to- 
handle package of GPM Peat Moss that 
should appeal to every hardware dealer sell- 
ing garden supplies. These large paper-lined, 
burlap bags contain approximately 10 bush- 
els of finest quality garden peat moss. They 
have exceptional sales appeal, take up little 
space, make an excellent floor display, and 
most important—offer no delivery problem. 
Now your customer can throw a bag or two 
in the back seat or on the fenders of his car 
and take his peat moss along with his seeds 
and other garden purchases. 


Within a few weeks, the open season for 
gardeners will again be in full swing. Why 
not cash in on the demand we are creating 
for GPM Peat Moss through national adver- 
tising? Display one or two of the new bags 
of GPM in your garden supplies department. 
They take up little room and their sift-proof 
paper lining keeps your floor clean. Open the 
top so your customers can see and feel the 
superior quality of GPM Peat Moss. You'll 
be surprised at the extra sales you make. 


Better investigate this amazing new sales pro- 
ducer right now. Mail the coupon below for 
prices and full details. 


PEAT MOSS 


it's PIC Emblem-Protected 





MAIL COUPON TODAY FOR FULL DETAILS 


ATKINS & DURBROW, Inc. 


HA-4 


NEW YORK: 165 John Street 
CHICAGO: 
BOSTON: 


Please send prices and full information on GPM Peat Moss in bags. 


1524 South Western Avenue 
177 Milk Street 





BRIGGS & STRATTON TO AWARD $10,900 
IN A NATION-WIDE “QUIZZ” CONTEST 





The Briggs & Stratton Corp.,| entries that win the five grand 


Milwaukee, Wisconsin, is dis- 
tributing $8,700 in prize money 
in a huge nation-wide contest in 
which both dealers and farmer- 
consumers will share. The 
objective of the contest is to ac- 


quaint the farmer-consumer with | 


the efficacy of modern work-sav- 
ing appliances powered by gas- 
oline, for use heyond the _hi- 
lines. 

The dealers’ and salesmen’s 
contest is based upon the farm- 
ers’ quiz contest. Entrants in 
the latter will read in the nat- 
ional 


How to Win” and then need an- | 
Two | Assn., and Rivers Peterson, man- 


swer only three questions. 


farm papers, “Hints on | en, 


prizes in the farmers’ contest. 
The contest starts May 15 and 
ends July 15, 1939. All entries 
must be mailed and postmarked 
not later than midnight of that 
date. They will be judged on 
the basis of sincerity, clearness 
and originality. Penmanship and 
fancy entries will not receive 
extra consideration. The judges 
are: Kirk Fox, editor, Successful 
Farming; Graham Patterson, 
publisher, The Farm Journal & 
| Farmer’s Wife; Ray Yarnell, edi- 
| tor, Capper’s Farmer; J. R. Bohn- 
executive secretary, the 
American Washer & Ironer Mfrs. 





questions relating to gasoline aging director, the National Re- 


powered washers must be com- 
pleted in 25 words or less. 
third question requires listing the 
appliances, tools, machines and 


The | 


| tail Hardware Association. 

| Briggs & Stratton Corp. has 
planned an aggressive campaign 

| to announce this contest through- 


other farm equipment that are or |out the country, utilizing trade 
can be powered by Briggs &| paper and national farm paper 


Stratton 4-cycle gasoline motors. 
Forty-eight individual 


| advertising. In addition washer 


state manufacturers will be furnished 


prizes valued at $100 each will be | with colorful folders and window 


awarded to the best entry from 
each of the states. The five best 
entries in this group will receive 
five additional grand prizes total- 


ing $950. The “First Grand 
Prize” will be a coast-to-coast 


trip to both Fairs or $750 in 


cash. Grand prize winners re- 
ceive both a grand and _ state 
prize. 


Those state winners who have 
purchased a washing machine 
during the contest period, May 
15 to July 25, 1939, will 


| display posters for distribution to 

dealers. Special letters telling all 
| about the various phases of the 
| contest have been prepared and 
sent to manufacturers for them to 
send to their salesmen and their 
distributors’ salesmen. 





DAVIS HEADS SALES FOR 
| INGERSOLL-WATERBURY 


C. S. Davis has been appointed 


be | general sales manager for The 


awarded $100, in cash. All other | Ingersoll-Waterbury Co.,9 Rocke- 


state winners will be awarded an 
order for $100 on the dealer who 
signed the winning entry blank. 
This is to apply on the full regu- 
lar retail price of any washing 
machine of the winner’s selec- 
tion, sold by the dealer and pow- 
ered by a Briggs & Stratton 4- 
cycle gasoline motor. If the price 
of the washer selected is less than 
$100, the difference in cash will 
be sent by the company to the 
winner. 

In the dealers’ contest, 53 cash 
prizes in all, totaling $2,200 will 


be awarded; 48 cash prizes of | 
$25 each to those dealers who | 


sign the entries that win the 48 
state prizes in the farmer quiz 
contest. In addition when those 
winners receive new washers as 
prizes, the company will pay 
dealers, delivering prize washers. 
the regular retail price. Also, 


five of the dealer state winners | 


will participate in the following 
dealers’ national prizes: first cash 
prize, $300; second cash prize, 
$250; third cash prize, $200; 


fourth cash prize, $150; and fifth 
cash prize, $100. These will be 


awarded to dealers who sign the ' 





| feller Plaza, N. Y. He succeeds 
R. G. Brown. Mr. Davis has been 
prominently identified with mer- 
chandising and selling for many 
years as an executive of the 
Walgreen Co., Liggett Drug, Co., 
Dow Drug Co. and others. He 
recently resigned as sales man- 
ager of the House of Pinaud, 
manufacturer of French toiletries. 





| 
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FRANK X. QUINN JOINS 

AMERICAN FORK & HOE 

The American Fork & Hoe Co., 
Cleveland, Ohio, has appointed 
Frank X. Quinn as its represen- 
tative in western New York, 





FRANK X. QUINN 


eastern Pennsylvania, the eastern 
portion of West Virginia, and 
the southeastern portion of Ohio. 
He succeeds T. F. Conners, who 
has retired. 

Mr. Quinn was connected with 
the company for a short time 
after his graduation from Dart- 
mouth, but for the past few 
years has been with the sales 
department of The Union Fork 
& Hoe Co., Columbus. Ohio 


BERGER MFG. TO REVAMP 
PRODUCTION FACILITIES 


An extensive modernization 
and equipment rearrangement 
program which will completely 
revamp production facilities is 
being started at the Berger Man- 
ufacturing Division of Republic 
Steel Corp., Canton, Ohio. The 
installation of new presses, con- 
veyor oven equipment, new con- 
veyor lines and new air-condi- 
tioned rooms for painting will 
result in an improved flow of 
material and quality. 

The modernization program has 
been made necessary in part by 
the large increase in demand for 
new products, including library 
equipment. These new lines were 
developed during the past two 
years and have already become 
substantial factors in the com- 
pany’s production, according to 
L. S. Hamaker, general manager. 

This move is a continuation of 
Berger’s expansion and improve- 
ment program which hegan two 
years ago when the company ac- 
quired its present No. 2 plant on 
Louisville Rd. At that time it 
again entered the construction 
field with a complete line of 
sheet metal building specialties. 

In the remodeled plant the 
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company produces shelving, lock- 
ers, display cases and racks, vot- 
ing machines, filing cabinets, 
metal furniture, boiler jackets 
and scores of other similar 
products. 


SPEAKER IN ATLANTA FOR 
CLEVELAND FILE CO. 


Paul H. Speaker, Jr., who rep- 
resents The Cleveland File Co., 
Cleveland, Ohio, has been trans- 
ferred from Dallas, Tex. to At- 
lanta, Ga. His address is 138 
Superior St., Decatur, Ga. Mr. 
Speaker will retain Texas in his 
territory. 


SEEKS CABINET HARDWARE 
LINES FOR BRITAIN 


Oscar Kanter, manufacturers’ 
representative, Finsbury Pave- 
ment House, London, E.C.2. Eng- 
land, is visiting this country with 
the view of obtaining American 
hardware lines for representation 
in Great Britain. Mr. Kanter 
is interested in handles, pulls 
and knobs of modern design, 
builders’ hardware, housewares, 
specialty lines and mechanical 
devices and steel equipment for 
furniture manufacturers. 


SOUTHEASTERN AGENT FOR 
BLACKSTONE WASHERS 


The Blackstone Manufacturing 
Co., Inc., Jamestown, N. Y., man- 
ufacturers of Blackstone washers, 
ironers and vacuum cleaners, an- 
nounces the appointment of E. L. 
Wiley, 1700 Amhurst PIl., Char- 
lotte, N. C., as Southeastern ter- 
ritorial representative. 

Mr. Wiley comes to Blackstone 
with 12 years’ experience in the 
refrigerator, radio and washer 
business. His previous associa- 
tions include both distributor and 
factory connections. Since 1934 
Mr. Wiley has specialized in 
washing machine merchandise. 
He will make his headquarters 
at Charlotte. 





E. L. WILEY 
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Count on this well-known 
name in fishing tackle to 
build business for you this 
season. Let the poms 
popularity of UNIO 
HARDWARE Rods and 
Reels bring you extra dol- 
lars ... and new customers. 
Sportsmen everywhere are 
discovering in UNION 
HARDWARE really de- 
pendable tackle at prices 
definitely lower than they 
have been accustomed to 
pay. They like UNION 
HARDWARE Rods .. . 
they find them well-balanc- 
ed, light yet tough, built of 
the very best materials by 
experts who know their 
business. And UNION 
HARDWARE Reels, sturdy 
and free-running, are a de- 
light to any fisherman. Inves- 
tigate’ the business-buildin 
opportunities of the UNIO 
HARDWARE Line. See 
your jobber TODAY! 

For illustrations and de- 
scriptions of the _ entire 
UNION HARDWARE 
Line of Steel Rods, Split 
Bamboo Rods, and Reels, 
ask for your copy of Cata- 
log No. 20. 
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in The Saturday Evening Post 


An ad every two weeks in The Saturday Evening 
Post right at the height of your fan selling season! 
Planned to reach the better-buying families in 
your community who account for 80% of quality 
fan sales! Step out with this powerful consumer 
advertising program...and the COMPLETE 
Fan Line for ’39! Westinghouse gives you every- 
thing to put you on the road to real fan profits. 


Westinghouse «Fans 
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W. G. HUME HEADS SALES 
FOR PITTSBURGH STEEL 
William G. Hume has been 

appointed general manager of 

sales, Pittsburgh Steel Co., Pitts- 
burgh, Pa. He had been man- 





W. G. HUME 


ager of sales of the wire and wire 
products division for the past two 
years. Before going with Pitts- 
burgh Steel he was assistant to 
the president of the Northwestern 
Steel & Wire Co., Sterling, IIl., 
having been associated with that 
company for seven years. During 
the previous 14 years he was as- 
sociated with the Keystone Steel 
& Wire Co., Peoria, Ill., his last 
position there being general sales 
manager. He began his business 
career in the St. Louis office of 
the Pittsburgh Steel Co. in 1911. 

J. K. Beeson has been made 
assistant general manager of 
sales. Most of Mr. Beeson’s ex- 
perience in the steel industry has 
been with Pittsburgh Steel. He 
has had various positions in the 
mill and sales departments since 
1930. 

Henry A. Roemer, Jr., has been 
appointed manager of rod and 
wire products sales, having for- 








merly been Pittsburgh district 


sales manager. Previous to being 
appointed Pittsburgh district 
manager, Mr. Roemer was dis- 
trict manager at the company’s 
Charlotte, N. C., office, and be- 
fore becoming associated with 
Pittsburgh Steel, he worked for 
the Republic Steel Corp. in a 
sales capacity. 

William M. Jensen succeeds 
Mr. Roemer as Pittsburgh district 
sales manager. He formerly was 
Chicago district sales manager 
and before that was Pittsburgh 
Steel’s district manager at San 
Francisco. He has been with the 
company for over 20 years. 

Leon A. Mullen, formerly as- 
sistant New York district man- 
ager, has been appointed Chicago 
district sales manager. Before 
joining Pittsburgh Steel, he was 
associated with the Republic 
Steel Corp. in various positions. 





McKAY CO. MOVES SEVERAL 
DEPARTMENTS TO YORK. PA. 


The McKay Co., manufacturer 
of McKay tire chains, commer- 
cial chain, and arc-welding elec 
trodes, is transferring from its 
Pittsburgh office its general sales, 
order, invoicing, and purchasing 
departments to its York, Pa., fac- 
tory, where the majority of its 
operations are centered. 

This move is being made in 
order to expedite the handling of 
orders, inquiries, and invoicing, 
thus resulting in more efficient 
and prompter service to its cus- 
tomers. The executive depart- 
ments and officials and a district 
sales office will remain in the 
McKay Building, 1005 Liberty 
Ave., Pittsburgh, Pa. 





A. C. BIRCH LEAVES 
KRAEUTER & CO. 


A. C. Birch, for 15 years super- 
intendent of Kraeuter & Co., tool 
manufacturer of Newark, N. J., 
has resigned his positoin there. 
Mr. Birch has no definite plans 
for the future. 








RETAILERS FORUM WILL 


DISCUSS 


GOVERNMENT AND BUSINESS 


(Washington Bureau 
of HARDWARE AGE) 


The American Retail Federa- 
tion has announced the first re- 
tailers’ national forum to be held 
in Washington, May 22 and 23. 

Retailers, representing all kinds 
of retailing, large and small, 
chain and independent alike, 
will come from every state to dis- 
cuss the problems of modern 
distribution and the relationships 
between government and retail- 
ing that rise above partisan poli- 
tics, the announcement said. 

Nationally known leaders will 
discuss the general theme, “Re- 
tailing and America Today.” A 





few of the discussion topics are: 
“Social Responsibility of the Re- 
tailer to His Community,” “The 
Retailer and the Fiscal Policy of 
the United States,” “The Retail- 
er and the National Life,” “In- 
fluences Retarding the Flow of 
Goods,” “The Various Forms of 
Distribution” and “The Agricul- 
tural Surpluses.” 

Louis E. Kirstein, chairman of 
the Executive Committee of the 
Board of Trustees, will be the 
general chairman of the forum, 
assisted by Dr. David R. Craig, 
president of the American Retail 
Federation. 


HARDWARE AGE 
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WICKWIRE BROS. NAME 
NEW SALES MANAGER 


Wickwire Bros., Inc., Cortland, 
N. Y., manufacturers of wire 
cloth, netting, nails, etc., have 
announced the appointment of 





L. BREWSTER JACKSON 


... Brewster Jackson as sales 
manager to succeed George H. 
Kennedy, who will remain with 
the company in an advisory ca- 
pacity. 

Mr. Jackson has been asso- 
ciated with the concern for 14 
years in the sales department 
covering southern and New En- 
gland territories out of Philadel- 
phia, Pa. His headquarters here- 
after will be at the main office in 
Cortland. He has had long ex- 
perience in the wire business, 
previously having been associated 
with his father’s firm, Jackson & 
Cook of Philadelphia, manufac- 
turers and distributors of wire 
products. Later he foined the 
organization of the old Wright 





GEORGE H. KENNEDY 


Wire Co., Worcester, Mass., and 
when that firm was absorbed by 
the Wickwire Spencer Steel Corp. 
he continued with the latter firm 
as Philadelphia district sales 
manager until he joined the 
Cortland organization in 1925. 
Mr. Kennedy has been asso- 
ciated with Wickwire Bros. for 
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nearly 30 years. He was a form- 
er postmaster of Cortland and 
received his early training in an 
eastern wire mill. 


NEW APPOINTMENTS BY 
AMERICAN STEEL & WIRE 


Appointment of five new mem- 
bers to the main office metallur- 
gical staff of the American Steel 
& Wire Co., Cleveland, Ohio, 
subsidiary of U. S. Steel Corp., 
has been announced by J. S. 
Richards, manager of the metai- 
lurgical department of the com- 
pany. 

The appointments include L. F. 
McGlincy, who becomes division 
metallurgist on heating and hot 
rolling. R. H. Barnes, formerly 
district metallurgist in Cleveland, 
becomes division metallurgist on 
flat-rolled products and _ strip. 
Assistant division metallurgist on 
high-carbon products is A. F. 
flacqua, formerly standard prac- 
tice metallurgist at Worcester. 
John F. Occasione becomes as- 
sistant division metallurgist on 
coatings, whereas formerly he 
was in charge of similar work 
for the Cleveland district. New 
assistant division metallurgist on 
standard practice is J. E. Millen, 
who was formerly in charge of 
statistical work in the company’s 
physical laboratory in the Cleve- 
land district. 


DRIPCUT SALES APPOINTS 
DISTRICT AGENTS 


The Dripcut Sales Co., Mer- 
chandise Mart, San Francisco, 
Calif., has appointed the follow- 
ing district representatives: Les- 
ter E. Beckman, 625 Arch St., 
Philadelphia, for the eastern 
part of Pennsylvania and south- 
ern half of New Jersey; F. P. 
Morrow Co., 459 B Hippodrome 
Annex, Cleveland, Ohio, for 
northern Ohio; Fred Waitz, 1504 
llth St., Des Moines, Iowa, for 
that state; P. T. Doherty, Box 52, 
Milton, Mass., for the New Eng- 
land states; The Crafts Co., 733 
N. Van Buren, Milwaukee, Wis., 
for Wisconsin, south into Illinois, 
including Elgin and Rockford, 
and Paul Barklow, 2819 Burnet 
Ave., Cincinnati, Ohio, for south- 
ern Ohio, Kentucky and Indiana. 


WILLIAMS IN WEST FOR 
EAGLE RULE MFG. CORP. 


Ernest F. Williams, 5103 Ham- 
ilton St., Omaha, Neb., has been 
appointed representative for the 
Eagle Rule Mfg. Corp., 510-520 
Hunts Point Ave., New York 
City. Mr. Williams will travel 
in Kansas, Missouri, Dakota, 





Minnesota, Nebraska, and Towa. 



























increase your sales and profits 
in 1939: Carry a stock of the 
new Rrxson Unt-CueEck Floor 
Checks,and tell contractors,arch- 
itects and building owners that 
you have them! Simple, good 
looking, no bulky hinges, no 
projecting arms... gentle but 
positive closing . . . they sell on 
their merits, at practically the 
same cost as clumsy, projecting 
type overhead door checks. .. 
and bring good profit to you. 


PACKED CONVENIENTLY 
TO CARRY IN STOCK 


For single-acting interior doors, 

eet in individyal 
carton, com- 
plete for 
installa- 
tion. 









IT 

PAYS 
TO HAVE 
RIXSON 
UNI-CHECKS 
IN STOCK! 








THE OSCAR C. RIXSON CO. 
4446 Carroll Avenue, Chicago, Ill. 
RIXSON Representatives at — New York: 101 Park Ave. and 2034 
Webster Ave. - Philadelphia: 211 Greenwood Ave., Wyncote, Pa, - Atlanta: 
152 Nassau St. - New Orleans: 1001 Broadway. - San Francisco: 116 New 
Montgomery St. - Los Angeles: 909 Santa Fe Ave. - London, Ontario, Canada. 











UNI-CHECK—FOR SINGLE-ACTING INTERIOR DOORS 











7% 











VARNISH + WAX 
TOOLS + BRUSHES - SHELLAC 
STAIN - FILLER - SANDPAPER 


Stop! If you are looking for an opportunity that will clean up big money 
for you this spring—all thru the summer months—in fact the year round 
om S$ IT... the Lincoln Merchandising Plan! We'll furnish copies 
of unsolicited letters from hardware dealers in 
large and small cities, and let those hardware 
dealers tell you their own first-hand story of BIG 
EXTRA PROFITS operating via the Lincoln Plan. 










Here are just a few of their comments—"Gross 
income from Speed-O-Lite rental service under 
the Lincoln Plan for 12 months amounted to 
$1978.40. It is the backbone of our paint busi- 
ness." Another writes—''Besides making a pvofit 
on Speed-O-Lite sander rentals, we have enjoyed 
a very substantial increase in the sale of floor 
finishes, shellac, varnish, etc."" And look what 
this dealer did, thanks to the Lin- 
coln Plan—"During the first 13 
months we took in $975.00 in rentals 
alone plus $582.67 in extra sales of 
—s" and floor finishing ma- 
tials." 


Sounds good, doésn’t it? 
It is GOOD because every 
detail of the Lincoln Plan 
has been worked out so that 
it works automatically. 


The "LINCOLN PLAN" will work for YOU! 


You will find an IMMEDIATE and STEADY DEMAND for 

sander rental service. Home owners, janitors, handymen, ph gape 
tractors, painters, decorators and others will march into your store to pay 
you $3 to $5 a day on Speed-O-Lite rentals alone, to say nothing of 
the extra sandpaper, paint, wax, seal, filler, varnish, brushes and tools that 
literally vanish off your shelves. Free circulars. Free counter and window 
displays. Free newspaper mats for ads. And HOW they pull in the NEW 
CUSTOMERS and your regulars for more increased business than you'd ever 
think possible! 


Yes, when you write and receive absolute PROOF of BIG INCREA 
PROFITS made by dozens of dealers in small towns and large ~ 
when you test the Lincoln Plan without risking one penny of your money— 
when you find out what we mean when we say it produces 4FOLD RESULTS 
—when you get our easy terms that let you pay out of only pare of your 
ee will be convinced that now is the time to start . . . that every 
lay coun 


Another Big Profit Maker is Yours — 
The New Portable Dustless Disc Sander 


Here's another sander rental unit that gen- 
erates more money. It's easy to get $2 to $3 
per day for this Lincoln Portable Dustless Dis- 
Sander used for desk and table tops, stair 
treads, edges, panel, trim and general work. 
Again the paint, wax, varnish, sandpaper, 
filler, brushes, tools and other supplies pour 
out and the CASH pours in! Add Dustless 
Disc rentals to Speed-O-Lite rentals and as much as $8 CLEAR 
RENTAL MONEY can be yours every day with both! 






Start with The Lincoln Plan on Easy Terms to Suit Your Con- 
venience. Write for Ulustrated Circulars Showing PROOF of 
PROFITS Teday! 


LINCOLN-SCHLUETER 



























SANFORD CO. APPOINTS 
MERCHANDISING MGR. 


The D. E. Sanford Co. has re- 


| cently appointed L. G. Fiske as 
merchandising manager, it has 


been announced by David E. 





L. G. FISKE 


Sanford. Mr. Fiske joined the 
Sanford organization three years 
ago. He had been department 
manager of Meier & Frank Co., 
Portland, Ore., and previously 
had held executive positions in 
several retail and wholesale mer- 
chandising organizations in the 
Pacific Northwest. 

The D. E. Sanford Co. is an 
organization of manufacturers’ 
agents with offices in San Fran- 
cisco, Los Angeles, Seattle, and 
Honolulu. 


INLAND STEEL MAKES 
SALES APPOINTMENTS 


Ervin J. Sanne has been ap- 
pointed assistant manager of 
sales of the sheet and strip steel 
division, Chicago, of the Inland 
Steel Co. Frederick A. Ernst has 
been made district sales manager 
at St. Paul, Minn., and Harry A. 
Johnson has been made assistant 
district sales manager at that 
point. The appointments of 
Messrs. Sanne and Ernst be- 
came effective May 1. Mr. John- 
son’s appointment is effective im- 
mediately. 

Mr. Sanne has been district 
sales manager of Inland at St. 
Paul since 1936. Previously he 
was associated with Joseph T. 
Ryerson & Sons, now a subsidi- 
ary of Inland. He joined that 
company in 1917 and was active 
in the sales department at Chi- 
cago from 1921 to 1936. 

Mr. Ernst has been assistant 
district sales manager at St. 
Louis, Mo., since 1936. He en- 
tered the steel industry in 1914 
with the Trumbull Steel Co. and 
was successively affiliated with 
the Falcon Steel Co., the Granite 
City Steel Co. and the Columbia 





Steel Co: prior to his association 
with Inland?” 

Mr. Johnson became associated 
with Inland at Chicago in 1933, 
and was on the sales staff of the 
company at its Milwaukee office 
from 1935 through 1938, and was 
transferred tathe St. Paul office 
in January, 1939, © 


POT AND KETTLE NEWS 


The Seattle Pot and . Kettle 
Club has completed plans for its 
annual dinner-dance, May 6, in 
the Spanish Ballroom of the 
Olympic Hotel, Seattle, Wash. 
The club expects an attendance 
of 225. On the committee were 
Rolly Wolf, chairman; Bill 
Henry, R. J. O’Brien, Joe Parker, 
Wallie Taylor, Harry Cassels, 
Jack Winkler, Bill Wheat, Jim 
Bennett and Dudley Risley. 





HORTON MFG. APPOINTS 
SOUTH AMERICAN AGENT 


The opening of new foreign 
market for the Horton Mfg. Co., 
Fort Wayne, Ind., was announced 
by A. E. Askerberg, general man- 
ager, with the appointment of 
Manuel Gomez, Colombia, South, 
America, as distributor for Hor- 
ton’s “Kleen Zoning” washing 
machines. The appointment of 
Mr. Gomez covers territories in 
Central and South America, South, 
Africa and the West Indies, 
where the Gomez organization 
maintains sales representatives. 





SPACKMAN A DIRECTOR 
OF LYON METAL PRODUCTS: 


At the Lyon Metal Products, 
Inc., Aurora, Ill., board of direc~ 
tors’ meeting held recently, H. B. 
Spackman, vice-president in 
charge of sales, was made a 
director of the company. Mr. 
Spackman has been with Lyon 
for the past two years. The com. 
pany manufactures a complete 
line of steel storage equipment, 
also steel chain store fixtures. 





H. B. SPACKMAN 
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GEORGE T. BAILEY LEAVES 
OLIVER IRON & STEEL 


George T. Bailey, for many 
years assistant sales manager, 
Oliver Iron & Steel Corp., Pitts- 
burgh, Pa., and for the last five 





G. T. BAILEY 


years or so associated with the 
company’s New York City office, 
has resigned his position there. 
Mr. Bailey’s future plans are to 
secure hardware and mill supply 
accounts for representation in 
New York City and the Metro- 
politan area. 


ARMSTRONG PRODUCTS 
NAMES WESTERN 
REPRESENTATIVE 


William Bailey, 323 Brush 
Creek Blvd., Kansas City, Mo., 
has been appointed representa- 
tive in Missouri, Kansas, Ne- 
braska and Iowa for the Arm- 
strong Products Corp., Hunting- 
ton, W. Va. Mr. Bailey will rep- 
resent the company’s lines of 
radiant, circulating and bathroom 
gas heater, electric haters, the 
“Porta-Lectric” ironer, lawn 
sprinklers, the Armstrong stand- 
ard spray pump and other spe- 
cialty items. 


LENNON MANAGES SALES 
FOR PHOENIX MFG. CO. 


Edward N. Gosselin, president 
of the Phoenix Mfg. Co., Joliet, 
Ilk, has announced that C. I. 
Lennon has been appointed man- 
ager of sales. He succeeds the 
late Thomas Mack. 





Cc. I. LENNON 


APRIL 20, 1939 





Mr. Lennon has been con- 
nected with the Phoenix sales 
department for a number of years 
and until recently was in charge 
of the eastern sales division. He 
started his business career in 
1914 with the Bryden Horseshoe 
Co. where he spent several years 
in different departments, later 
traveling in New England and 
the Middle Atlantic States for 
that company. When the Phoenix 
Horseshoe Co. acquired the Bry- 
den organization in 1928, he was 
retained in the same capacity 
and the same territory, making 
his headquarters in Boston, Mass. 
In 1938 he became eastern sales 
manager. 


LAUGHLIN CO. APPOINTS 
NEW DETROIT AGENT 


The Thomas Laughlin Com- 
pany, Portland, Me., manufac- 
turer of industrial and marine 
hardware, has appointed the 
John E. Livingstone Co. as its 
representative in the Detroit ter- 
ritory. The address of the De- 
troit sales office remains 2921 
East Grand Boulevard and the 
company will continue to ware- 
house stocks in Detroit. 

The Thomas Laughlin Com- 
pany specializes in drop forgings, 
both standard wire rope items 
and special contracts, and has 
been continuously in the business 
of manufacturing hardware since 
1866. Copies of the new Laugh- 
lin 96-page general catalog, con- 
taining both industrial and ma- 
rine items, and their special wire 
rope fittings catalog, will be sent 
on request on business letterhead. 





CENTRAL STATES CLUB 
FORMS KANSAS CITY UNIT 


Members of the Central States 
Hardware Club, Chicago, residing 
in Kansas City, met March 24 
to organize a Kansas City Unit. 
Fifteen members attended, and 
elected the following officers and 
directors: 

President, Frank S. Hires, 
Russell & Erwin Mfg. Co.; vice- 
president, R. V. Ishaf, Sheffield 
Steel Corp.; secretary-treasurer, 
Byron E. Ericsson, Norton Door 
Closer Co.; directors for two 
year term, P. T. Gibbons, The 
Stanley Works; R. V. Cusack, 
Cusack & Harmon; directors for 
one year, Dietz Lusk, Henry Dis- 
ston & Sons, Inc., and C. E. Han- 
son, Boston Woven Hose & Rub- 
ber Co. 


SEEKS HARDWARE LINE 
FOR PHILIPPINES 
The Yek Hua Trading Co., 
Manila, Philippine Islands, is 
interested in obtaining the ex- 
clusive representation of a large 
and complete hardware line. 






































































ph 





Of course you kmow that the name 
“DeLuxe” on Household Metalware stands 
for superior quality. But do you know 
why? It’s simply because DeLuxe Products 
are built to give-long, satisfactory service. 
DeLuxe Galvanized Ware, for instance, is 
all hot-dipped by hand—your assurance of 
non-leaking, long-wearing quality. The 
four galvanized items shown above are 
typical of the fine products bearing the 
DeLuxe name. Ask your Jobber’s repre- 
sentative about the whole line. 
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SCHLUETER MFG. CO., ST. LOUIS, MO. 
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COL. SAMUEL M. NICHOLSON 
DEAD IN SEVENTY-EIGHTH YEAR 


Was President of Nichol File Company 





and American Screw Company 


One of the outstanding figures 
of the hardware manufacturing 
industry during the past half 
century is lost with the death, on 





COL. SAMURL M. NICHOLSON 


April 7, of Col. Samuel M. Nich- 
olson, president of the Nicholson 
File Company and The American 
Screw Company. Col. Nicholson 
passed away at the age of 78, at 
his home in Providence, R. L., 
after an illness of several months. 

Col. Nicholson spent many of 
his earlier years with Nicholson 
File Company as foreign sales 
representative, and in succeeding 
years he covered every state in 
the Union as sales executive and 
“good will ambassador.” 

He was born at Providence, 
Feb. 25, 1861, son of William T. 
Nicholson and Elizabeth Dexter 
(Gardiner) Nicholson. His 
father pioneered in the produc- 


-tion of machine-cut files. After 


an education in the public schools 
of Providence, and the Mowry 
and Goff English and Classical 
School, he entered the employ 
of Nicholson File Company in 
1879. Two years were spent in 
the company’s shops, during 
which he became familiar with 
manufacturing methods. An ad- 
ditional period of time in the 
offices of the company familiar- 
ized him with book-keeping and 
accounts, and general office work. 
In 1881 he was made secretary 
of the company, was elected a 
director in 1890, vice-president 
in 1891, and upon the death of 
his father in 1893 was elected to 
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succeed him as president and 
general manager. 

In 1903, when the American 
Screw Company was being re- 
organized by a group of Provi- 
dence business men, Col. Nichol- 
son was elected its president and 
general manager. In that capac- 
ity, he continued to direct the 
affairs of the American Screw 
Company as well as Nicholson 
File Company. In addition to 
the active management of these 
two large manufacturing enter- 
prises, Col. Nicholson served as 
board chairman of the Industrial 
Trust Company of Providence, 
and as a director of several other 
banks and insurance companies. 

Col. Nicholson was an ardent 
yachtsman, and his power cruiser 
“Sea Dream” was familiar to 
coastal residents from New York 
to Maine. He was a member of 
numerous clubs in Providence 
and New York, and of New York, 
Rhode Island, Bristol and East 
Greenwich Yacht Clubs. 


WALTER L. WENTE 


Walter L. Wente, 79, president 
of Walter L. Wente & Sons, 
manufacturers’ representatives in 
Cincinnati, Ohio, passed away 
March 27. Mr. Wente had been 
identified with the hardware 
trade for 65 years and for many 
years had been a member of 
the Old Guard, Southern Hard- 
ware Salesmen’s Assn. He was 
also a member of the HarpwareE 
Ace Fifty-Year Club. 

Mr. Wente started his hard- 
ware career at the age of 14 in 





WALTER L. WENTE 





Cincinnati. He also worked in | 


Memphis, Tenn., and Newport, 
Ky., until in 1895 he organized 
his own firm. Fifteen years ago 
the business was expanded and 


H. A. LARSEN 


1l. A. Larsen, 54, manager of 
the Pacific Coast district of the 
Wickwire Spencer Steel Co., 41 
E. 42nd St., New York City, 


an office was opened in New | 


Orleans, La. One of his two sons, | 


W. Charles Wente, former well- 


known Cincinnati tennis player, | 


now is in charge there. His other 


son, Frank H. Wente, is a | 
partner in the Cincinnati com- | 
pany. Besides his sons, he leaves | 


a daughter, Mrs. Roger W. Peter- 
son of Cincinnati. 


CHARLES H. COE 


Charles H. Coe, district man- | 
ager since 1920 in the eastern | 
territory, for the Greenfield Tap | 


& Die Corp., Greenfield, Mass., 
passed away March 28. He had 
suffered a heart attack. Mr. Coe 
had served a total of 40 years 
calling on the eastern trade. 
From 1912 to 1920 he was New 
York City manager for the 
Greenfield organization and prior 
to that was with Wells Bros., 





CHARLES 8. COE 


which company was absorbed by 
the Greenfield Tap & Die Corp. 
Mr. Coe was a member of Hard- 
ware Square Club. 


EDGAR H. THORNBURG 
Edgar H. Thornburg, president 


of the Foster-Thornburg Hard- | 
ware Co., wholesale hardware | 
firm of Huntington, West Vir- | 


ginia, passed away April 3 of a 
heart ailment. He was 66 years 
old. Mr. Thornburg, a leader in 
his city’s business and_ political 
life, was elected recently to the 
municipal council as a Demo- 
cratic candidate of the Good 
Government Assn. He was named 


. . ! 
chairman of the council’s finance | 


committee to revamp the muni- 
cipal government’s financing. He 
was also president of the Foster 
Foundation which administers 
the Foster Home for Aged 


| Women. His son, Paul, and a 


danghter survive. 


| 


| 





H. A. LARSEN 


passed away recently. Mr. Lar- 
sen had been associated with the 
company’s sales district since 
Jan. 1, 1934, since which time 
head directed the sales of the 
company’s wire and wire prod- 
ucts line on the Pacific Coast. 





L. M. PENNINGTON 


L. M. Pennington, 72, prom. 
nent hardware merchant and 
former mayor of Eatonton, Ga., 
passed away at his home there 
March 31. For six years he 





served as mayor of Eatonton and 
for four years as a member of 
the city council. During the 
World War he was food admini- 
strator for Putnam county by spe- 
cial appointment from President 
| Woodrow Wilson. 


GEORGE F. LIBBEY 


George F. Libbey, 37, advertis- 
ing manager and director of sales 
for the Master Lock Co., Mil- 
waukee, Wis., passed away re 
cently. Mr. Libbey had been as 
sociated with the company for 
15 years. He leaves his widow 
and a son, Richard. 





IRA MEREDITH 


lra Meredith, vice-president of 
Roberts, Sanford & Taylor Co., 
wholesale hardware concern of 
Sherman. Tex., passed away 
March 10th at his home in that 
city. He was in his 57th year 
and had been associated with 
the company for 38 years. 


WILLIAM L. TAGGART 


William L. Taggart, formerly 
traveling salesman for the John 
B. Varick Co., Manchester, 
N. H., for over 40 years, passed 
away recently at St. Petersburg. 
Fla. 
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MAKE, 


WARM 
FRIENDS 


uith LACLEDE FURNACE CEMENT 


For mounting, setting and repairing joints in Pur- 
naces, Stoves, Heaters, Ranges, Flue Pipe, etc. We 
honestly believe Laclede Cement to be the most satis- 
factory and economical material available. “Make 
friends” with Laclede cement—the cement that 


@Sold everywhere, bought by everyone = » DRIES FASTER 


interested in flowers, fruits, vegetables. - 
poultry, or live stock, “Black Leaf 40” is z ahaa Te 


always in demand—always in_ season. gf 

People look for the familiar black leaf at se FIREZIST . . . Plastic Furnace & Stove Lining for 
éa “ | molding linings by hand in all types of domestic 

on the package. They ask for “Black heating equipment. 

Leaf 40” by name—because they already } a 

know by experience its proven value and FOR DESCRIPTIVE LITERATURE 


many protective uses against insect pests. COTINE SULPHATE Ji AND FREE SAMPLES 


TOBACCO BY-PRODUCTS & CHEMICAL CORP. = | L ACLEDE-CHRISTY St Souis 





INCORPORATED * LOUISVILLE, KENTUCKY 
* Makers of fine heat resisting products since 1844 




















=» fl ROBERTON 
nag —ZLFLECTRIC 


<a 


“THE LUCKY DOG KIND” RING UP 
THESE EXTRA SALES 


A) Complete Line of 7 Profit Dollars Never 
A} Before Possible 
ATHLETE QUIPMENT . > @ America is calling i it‘ “The Mod- 
: ern Mowing Marvel.” Champion 
f , attention getter in lawn mower 


history. 


f And your big op to 
ee. / . make extra profit =, Me 

. tric. The mower that pulls itself. 

“You porate steer Hs as - erat 


around the lawn. 

Popularly Puicead new low price. ae 4 Ey 

make in no other way. Get 
‘ : the details now. 

YOUR JOBBER CAN GIVE YOU 

COMPLETE INFORMATION.. 

. . IF YOU DO NOT KNOW THE Selling Season “Canam 


NAME OF THE JOBBER IN YOUR Starts NOW Roberton Mfg. Co. 402 Sheridan St. | 
TERRITORY WacLe US pirect/ Within a few weeks every home | MICHIGAN CITY, INDIANA 


. ° Py Rush complete facts about the Roberton 
owner in town will have to think J] sales opportanity in my city 


about his lawn. Could you ask 
for a better sales opportunity ? 
And Roberton helps Sr sell J Address 
by directing vigorous advertis- 
ing to your best customers. 





1 Name. a 


I City_ 
uml State 
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CHICAGO GROUP FORMS 
“MEN OVER 40 CLUB” 


Fifty Chicago business execu- 
tives have embarked on a co- 
operative undertaking which may 
upset many industries’ policy of 
limiting the age of new em- 
ployees at forty years. 

All men who have earned 
$4,000 or more a year, every one 
with an unblemished business 
record, each now without a busi- 
ness connection and each over 
forty years of age, the fifty have 
pooled their labors, experiences 
and: intelligence in a se)f-organ- 
ized, self - sponsored, self - man- 
aged and self-sustaining organi- 
zation called the Men Over 
Forty Club of Chicago. 

In addition to what it can do 
for its members, the Club offers 
business a reservoir of selected 
and = skilled executives from 
which managements. may draw 
immediately without cost either 
to employers or the applicants. 
The club’s membership includes 
men qualified for many of the 
hard-to-fill 
specialized businesses as well as 


positions in highly 
those whose experiences lave 
given them a general, broad and 
easily adapted businéss back- 
ground. 

Although the primary and im- 
mediate purpose of the Men 
Over Forty Club is obtaining 
connections for its present mem- 
bers, it has undertaken the ad- 
ditional task of combating all 
prejudice against the man over 
forty in business and industry. 
In this, the club is being helped 
by many men who are now em- 
ployed in executive positions but 
who are anxious to break down 
the age barrier. 

The Chicago organization, 
which is patterned on the Forty 
Plus Club of Boston, has several. 
features which are unusual, 
There are no fees, no dues of 





charges of any kind to mem- 
bers or employers. 

The Men Over Forty Club of 
Chicago is a permanent organi- 
zation. When active members 
secure positions, they become 
alumni. Their places on the ac- 
tive rolls are filled with new 
members. 


PROCTOR ELECTRIC CO. 

ELECTS NEW PRESIDENT 

Ata recent meeting of the 
board of directors of the Proctor 
Electric Co., Philadelphia, Pa., 





WALTER SCHWARTZ, JR. 


Walter Schwartz, Jr., was elected 
president. The company makes 
electrical appliances. 


NEW G-E FACTORY BRANCH 
IN ST. PETERSBURG, FLA. 


W. T. Christy, assistant man- 
ager of the General Electric spe- 
cialty appliance division for the 
last six months, has been ap- 
pointed manager of General Elec- 
tric’s new factory distributing 
branch at St. Petersburg, Fla. 





C. E. Curtis will be operating 
manager of the branch. 

The factory branch in Florida 
came into being a month ago 
when George Patterson, Inc., re- 
linquished its distributorship for 
G-E appliances. The branch will 
have responsibilty for the whole- 
sale distribution of household and 
commercial refrigeration, ranges, 
water heaters, dishwashers and 
electric sinks, disposalls home 
laundry equipment, and unit kit- 
chen parts. 


DISTRIBUTORS NAMED FOR 
“TORIDHEET” EQUIPMENT 


The Home Fuel Oil Co., ..dis- 
tributor of oil-burning products, 
has been awarded a franchise for 
the distribution of Toridheet oil- 
heating and air-conditioning 
equipment of the Cleveland Steel 
Products Corp., Cleveland, Ohio. 
The Home organization, which is 
directed by Louis Marron, presi- 
dent, and W. H. Butler, vice- 
president, has its executive offices 
at Passaic, N. J. Plants and ad- 
ditional offices are maintained at 
Newark, Ridgewood, Union City, 
Englewood, East Orange and 
Rutherford, N. J. Retail sales 
through the Home oil plants are 
under the supervision of R. M. 
Henshaw. Twenty-three dealers 
operate through a wholesale divi- 
sion headed by R. M. Murphy. 

Additional dealers and distrib- 
utors appointed recently by 
Toridheet include: Calloway Re- 
pair Shop, Port Jefferson, N. Y.; 
Willis & Co., Erie, Pa.; North 
Girard Hardware Co., North 
Girard, Pa.; The Eastern Light 
Co., Allentown, Pa.; Republic 
Fuel & Burner Co., Philadelphia, 
Pa.; David E. Robison, James- 
town, Ohio; Townsend-Bruce Co., 
Detroit, Mich.; Thermal Engi- 
neering Co., Detroit, Mich., and 
Reliable Heating Service, Flint, 
Mick. 








BOOSTERS HEAR TALK 
ON IMMIGRATION 


At the March 31 meeting of 
the Hardware Boosters in the 
Circle Club, 1819 Broadway, New 
York City, John Cecil, president 
of the American Immigration 
Conference Board, Inc., spoke on 
“Jobs for Americans First.” He 
told of the increasing problem of 
immigration, now complicated by 
the rush of refugees to these 
shores. He pointed out that 
many aliens were now on relief 
rolls and in jobs to which citi- 
zens were entitled first. Our 
immigration laws are lax, he re- 
marked, insofar as they do not 
prohibit aliens from entering in 
search of a job. This is not pos- 
sible in other countries where 
strict supervision of immigration 
and of alien workers is the rule. 
Because we take the lead in pro- 
viding a harborage for refugees, 
many Americans will be thrown 
out of work or find it increasingly 
dificult to obtain employment, 
he said. 

More than 40 members and 
guests were present at the meet- 
ing at which Harry Strugnell, 
Remington Arms Co., presided. 
Guests present included Harry 
Groshong, charter and honorary 
life member of the Boosters, 
Harry Kornrumph, president of 
the Hardware Square Club and 
Lester M. Gray, executive secre- 
tary of the American Immigra- 
tion Conference Board. Plans 
were made to hold a Boosters 
party in the fall of this year. 





ROBERTON GETS DUMORE 
HEDGE TRIMMER RIGHTS 


The Roberton Mfg. Co., Mich- 
igan City, Ind., has acquired the 
national distribution of the Du- 
more hedge trimmer, which has 
been improved and will hence- 
forth be known as the Roberton- 
Dumore hedge trimmer. 











Members and guests of the Pennsylvania Wholesale Hardware & Supply Association and the New York Wholesale Hardware 
Jobbers Association, at the annual banquest held March 23, at the Hotel Astor, New York City. 


There were 112 men present 


at the banquet, which was held in connection with the 39th annual convention of the Pennsylvania group, as reported in the 
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April 6 issue of Hardware Age on page 134. 


HARDWARE AGE 



















K 


ig of 
. the 
New 
ident 
ation 
ce on 

He 
m of 
od by 
these 
that 
relief 
citi- 
Our 
e re- 
) not 
g in 
pos- 
here 
ation 
rule. 
pro- 
Bees, 
‘(own 
ngly 
nent, 


and 
neet- 
nell, 
ded. 
arry 
rary 
ters, 
t of 
and 
cre- 
gra- 
lans 
ters 


rs 
ich- 
the 


ire 
nt 
he 











ROLLS RAZOR STATES 
-ITS SALES POLICY 

In a letter addressed to “Rec- 
ognized Wholesalers,” Robert G. 
Brown, president of Rolls Razor, 
Inc., 305 E. 45th St., New York 
City, made announcement of its 
sales policy for Rolls Razors. 
The company declares: (1) “A 
new price structure that gives 
you more profit.” (2) “Extreme- 
ly liberal minimum quantity 
requirements.” (3) “Immediate 
suspension of any attempt to sell 
dealers—other than chains, large 
promoting department stores and 
mail order houses, direct. All 
others must obtain their Rolls 
Razors and accessories through 
an approved wholesaler.” (4) 
“An alert, tuned-to-the-times, 
trade and consumer advertising 
and merchandising program.” 
(5) “Our pledge to cooperate in 
every reasonable way to help you 
create and increase sales on the 
world’s finest safety razor.” 

The letter also asks wholesal- 
ers who do not sell Rolls Razors; 
what territory they serve, the 
type dealers sold, number of 
salesman traveled and the names 
of other nationally advertised 
products sold, so that Rolls 
Razor, Inc., can consider adding 





another wholesaler in any par- 
ticular territory. 

Mr. Brown was recently ap- 
pointed president and general 
manager of the company. For 
the past 10 years |he was asso- 
ciated with the Ingersoll-Water- 
bury Co. He served Ingersoll- 
Waterbury as general sales man- 
ager and supervised sales promo- 
tion and advertising since 1934. 





EDW. K. TRYON CO. ISSUES 
SPORTING GOODS CATALOG 


Edw. K. Tryon Co., Philadel- 
phia wholesale firm, is issuing its 
new Catalog No. 102. This cata- 
log, which contains 340 pages, 
covers a complete line of sporting 
goods including fishing tackle, 
firearms and athletic equipment 
and is, the firm states, about the 
most complete one of its kind in 
the country. 


HUMPHREY AGAIN HEADS 
MOREHOUSE & WELLS CO. 


At a recent annual meeting of 
the stockholders of the More- 
house & Wells Co., Decatur, IIl., 
Wilbur Humphrey was again 
elected president. He is now 
president and treasurer for 1939. 
D. L. Johnson was named vice- 
president, Robert Humphrey, sec- 
retary, and Herman Walker, as- 





sistant treasurer. The following 
directors were chosen for 1939: 
Wilbur Humphrey, R. J. Monroe, 
Robert Humphrey, L. E. Dille- 
hunt, and C. H. Ruedi. 





RADIO PROGRAMS OFFERED 
TO CROSLEY DEALERS 


Because the expense is too 
great for most dealers to prepare 
and put on their own radio pro- 
grams, The Crosley Corporation, 
Cincinnati, Ohio, has prepared a 
series of 13 dramatized 15-minute 
recorded programs for broadcast- 
ing that the dealer can put on 
his own local radio station. The 
entire series is available to deal- 
ers for twenty dollars, and a 
small charge for each broadcast 
of copyrighted scores. 

The programs have been pre- 
pared by the organization and 
dramatic staff of the Crosley- 
owned stations WLW and WSAI. 
The operation of the plan is very 
similar to the mat service sup- 
plied by the company to dealers, 
in which the material is sup- 
p'ied by The Crosley Corporation 
through Crosley distributors. The 
local dealer ties in with his own 
advertising, name and address. 
The local station fills in at the 
beginning and the end with the 
announcement of the dealer. 








MONTANA DEALERS AT 
GROUP MEETING 


F, J. Sten, manager, Montana 
Hardware Co., Butte, Mont., was 
the host to 22 hardware and im- 
plement dealers at a dinner held 
recently at the Rocky Mountain 
Club. The dinner was followed 
by a meeting presided over by 
W. C. Wallace, Anaconda, direc- 
tor of the Butte district. C. M. 
Wall, president of the Montana 
Implement and Hardware Asso- 
ciation, presented an interesting 
talk on the values of organization 
in every line of business. Mr. 
Wall paid tribute to the whole- 
salers doing business in Montana, 
complimenting them upon their 
sincere efforts to cooperate with 
their retail outlets. 

M. P. Trenne, secretary-trea- 
surer, discussed the workings of 
the recent legislative session and 
the many measures which were 
introduced that in somé'Way af- 
fected the industry. He called 
attention to the fact that not a 
single bill was passed which in 
any way injured the independent 
retailer and attributed this to the 
small business man who ig be- 
ginning.to pay more attention to 
politics.’ He pointed out that a 
number of business men had 
been elected to the legislature. 
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Gardner 


Close: 


America’s Biggest 
Door Closer Value 


The 25c hardware leader that sets the 
tempo of merchandising for 1939. Stimu- 
lates entire stock turnover because Close-A- 
Door moves itself and other merchandise. 


NOW AVAILABLE IN DOZEN LOTS 
Close-A-Door now sold in lots 


of one dozen. Reorder from $9 O Oo 


your jobber today! Stock up 
with plenty. It’s a big year 
for Close-A-Door -...........---.-. 
AGAIN UNIT PACKAGES BY DEMAND 
Jobbers and retailers alike 


insist that we continue the 

famous Gardner unit pack- $ oO oO 

age deal . .. Working Model ee 
. « Counter Card and thirty 

Close-A-Doors 


ORDER FROM YOUR JOBBER TODAY 


‘Door 





per dozen 


per deal 


Gardner Wire Co. 


5045 W. LAKE ST. 


CHICAGO, ILL. 












FOR RETAIL 
HARDWARE 
Af | ee 





New and Improved. Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New Colors — Catalogs 


Moth Ball Packaging 


These new Cellophane containers for 
Polar Brand moth balls and ftakes are 
brilliantly printed in red and blue. 





Odor will not escape from container. 
The Barrett Co., 40 Rector St.. New 
York City 


Crosley Shelvador 


Deluxe line, Model LL5-80; net fod 
storage capacity, 8.0 cubic feet; total 
shelf area, 17.73 square feet (N.E.M.A 
rating). Has six extra shelves in the 
door one sliding and one hinged shelf 
Two Crosley Quick Release cube trays. 
two deep and two shallow trays provide 
















12 pounds of ice, 154 cubes at one {reez- 
ing. Deluxe features include oven 
proof pottery set of three covered bowl- 
and water jug; three Shelvador jars for 
left-overs, sliding shelves, two vegetable 
Crispers and reserve storage Storavin 
Flood lighted, porcelain food compart 
ment has acid resisting bottom. He: 
metically sealed steel cabinet is finished 
in gleaming durable Dulux. Dimensions. 
61% in. high, 29% in. wide and 28% in 
deep. Crosley Corp., Cincinnati, Ohio 





10-Cent Con Pack 


The American Safety Razor Corp., 
Brooklyn, N. Y., introduces on May 1. 
1939, its new two for 10 cents package 
of Gem Singledge Blades. This new 


bn hil inten aie 





Hay Rope Package 


rhis new hay rope package in four 
ready-cut lengths to fit from 30-ft. to 
60-ft. barns is encased in a corrugated 





container that keeps the rope clean and 
prevents kinking or snarling as it is 
withdrawn. The rope is “Rex” Brand. 
standard % in. diameter, waterproofed 
and rot-proofed. “Rex” ropes in ', 
%, 5/16 and % in. diameters are 
packaged in the “Rope Retailer” 100 
ft. reels. Waterbury Rope Co., Inc.. 
401 Park Ave., Brooklyn, N. Y. 





**Handy Sander” 


For finishing wood, metal and many 
other materials. Soft springy action 
is said to relieve hand and arm strain. 
protect fingers from abrasive cuts and 
give an even pressure on entire surface 
at all times. Made of steel, cadmium 
plated, furnished with quality abrasive 
cleth, cushioned with one-half inch 
thick sponge rubber. Abrasive is 
clamped in both ends by action of a 
coil spring. The sander is assembled 
with one roll of medium grit No. 80W 
(Production “J” Cloth open-coat, for 
wood) and two extra rolls, one coarse 
No. 60-W, one fine No. 120, are fur- 
nished with the package. Suggested 
retail selling price with two additional 
refills, 75 cents; refills—assorted as 
desired—10 cents each. Toolcraft Corp.. 
1032 W. Fulton St., Chicago. 















unit in addition to the regular package 
and its Fair Trade price will be main- 
tained in all Fair Trade states. Pack- 
ages will be packed 10 to an attractive 
sending card. Each package contains 
two blades. Retailer’s cost is 70 cents 
a ecard. 
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Bicycle Spring Fork 
The D. P. Harris Hdw. & Mfg. Co., 
99 Chambers St., New York City, an- 


nounces a new, improved bicycle spring 
fork now available as an optional extra 














on many of its 1939 models. It is said 
io be a noiseless, precision-built unit. 
A heavy gage, coil spring set in live 
rubber absorbs road shocks. Con- 
trolled vertical action does not alter 
wheelbase, or normal fork off-set. It 
ix adjustable to weight of rider 


Tool Window Trim 


This spring tool window display con 
sists of six separate pieces, printed in 
brilliant colors on a natural wood color 
background. Large background pieces 
measures 32 by 45 in. Five smaller 
pieces are about 10 by 18 in. Display is 
flexible and can be used in a big win- 
dow or a small one, and is easily set 
up. Ten of the little “carpenters” in the 
display are designed to hold 10 differ- 
ent Stanley tools. They are: No. 5 
plane, No. 21 try and miter square, No. 
514% hammer, No. 20—6-in. “Hurwood” 
screw driver, No. R40—1-in. chisel, No. 
915—10-in. bit brace, No. 26%-in. 
screw driver bit, No. 313—-24-in. alumi- 


num level, No. 106--6-in. “Green End” 
Zig-Zag rule, and No. 7506—6-in. “Pull 
Push” rule. Dealers can use those tools 
or other Stanley tools that correspond 
in design and size. Window trim is of- 


fered free of charge. Stanley Tools, 
New Britain, Conn. 

Metal Polish 
“Nevr-Dull”—removes tar from car 


hodies and cleans and polishes glass, 
silver, gold, brass, pewter, steel, copper, 
aluminum, chromium, and zinc. Said 
not to scratch or leave white marks. 
“Nevr-Dull” is a scientifically prepared 
wadding that is impregnated with harm- 








less non-poisunous chemicals. The same 
piece of wadding may be used repeat- 
edly. The George Basch Co., 138-140 
Spring St.. New York City. 


Handee Catalog 


The Chicago Wheel & Mig. Co.. 
1101 W. Monroe St., Chicago, Ill., has 
issued an attractive new catalog on its 
Handee “Tool of 1001 Uses.” The cata- 
log shows the various models of the 
Handee and contains as well ‘section- 
on the router and shaper, precision 
drill press, speed controls, tool post 
adapter, Handee workshop, combination 
carver, hi-power grinder, master crafts- 
man’s set, glass grinding, Handee 
workshop, Jr., steel cutter, mounte:! 
wheels, saws, brushes, mandrels, soft 


rubber polishing wheels. and the Han 
dee ironer. 
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7 BASSICK 
DISPLAY THAT 


SELLS Quakily 


CASTERS! 


ISPLAY 


Complete with samples, metal bed | 
socket gduge, catalog and dis- 
play card, is given to you at no 
/ charge with the Bassick Quality © 


AMOUR)... ss $997 


Kix 
i 
H THE 


eS 





@ 
QUALITY GROUP 


35 Sets of Casters, 
Slides and Sockets. 


DIAMOND DART 
FULL FLOATING 


- BALL BEARING CASTERS 
that have ever been availa- 
ble of economical prices. 

diam. wheels. : 


%" and 2" 


DETACHABLE METAL 

BED CASTER SOCKETS 
Six sizes...Made to fitin metal _ 
bed legs with the same size. 
holes as those on back of | 


~ BIAMOND DART BALL BEARING 

~~ PLATE CASTERS 

28 Especially adapted for 

_ Cabinets, trunks and gen- 

_- eral viility purposes. Two 
sizes, 1% 

__ ster wheels, 


and1i4" diam- 





RUBBER CUSHION SLIDES 


Slide easily, quietly. Recom- 
-mended for chairs, tables and 


xe 


THE BASSICK COMPANY 


Bridgeport 


Connecticut 
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YAMNDSE 
Tool of 100/ Uses 


Every Sale Means 
A Steady Customer 
Handee Preference 
has been built by 
continuous, result- 
producing advertis- 
ing in leading na- 
tional, homecraft 
and industrial magazines, which directs 
readers to hardware stores for demonstra- 
tions. 

Repairmen, hobbyists, inventors and me- 
chanics buy the Handee and then become 
year-around purchasers of the 300 quality 
Handee Accessories to grind, drill, polish, 
cut, rout, saw, sand, carve, engrave, etc. 

Small stock investment and rapid turn- 
over make Handee a real money-maker. 
Standard Model $10.75 with 3 Accessories, 
De Luxe Model $18.50 with 6 Accessories. 


Accessory Display Case 
Increases accessory sales up to 40%. 
Glass-top, dust-proof case contains 87 
livest varieties of the fastest-selling acces- 
sories, 


Handee Portable 
Electric lroner 


rhe sensational new ap- 
pliance that retails for 
$26.95 offers you a real 
opportunity to compete 
for the first time with 
volume sellers of home 
appliances. 










Send jor Special Deals and Catalog 


CHICAGO WHEEL & MFG. CO. 
Makers of Quality Products for 40 Years 
1101 W. Monroe St. Dept. HA. Chicago, tl. 





Step Up Your Sales 


WITH STEWART FENCE 
AND OTHER PRODUCTS 


i >» 


Roth 
i! if 
lh. 

" 


637 Stewart Block Cincinnati, Ohio 


Since 











Mono-Matic Ironer 


Maker states it will handle a “full 
family wash”. It is portable, light in 
weight and can be used on any kitchen 
or bridge table and stored in a closet 





when not in use. Has a 20-in. roll, 
single lever control for hand and knee 
operation and pressing; Roll-Lag ac- 
tion; pressure adjustment. Victor Elec- 
tric Products, Inc., Cincinnati, Ohio. 





“Universal” Vacuum Cleaner 


No. E3301—has special designed ro- 
tary brush which is said to vibrate 
stubbornly embedded dirt loose and 
brush the surface clean of hair, lint, 
threads and all similar dirt. Sturdy 








motor combined with a new design of 
nozzle and fan case and a new nozzle 
name plate permits a free flow of air 
developing a powerful suction. Handle 
and hardware has a chromium plated 
finish, non-tarnishable; rubber-covered 





pistol grip. Turning one adjusting 
screw raises or lowers the nozzle to 
different levels. Tilting device on side 
of handle bail permits raising front of 
cleaner by lowering the handle. Dust 
bag has inner sleeve valve and tight 
positive fitting clamp. Cleaner has elec- 
tric head light with 15-watt Mazda 
bulb. Sold only with following attach- 
ments: 8-ft. web covered hose; 30-in. 
extension tube; 7-in. drapery nozzle; 
utility brush and radiator tool. Retail 
selling price, $29.95, complete with all 
attachments and streamlined, headlight 
dirt finder. Landers, Frary & Clark, 
New Britain, Conn. 





“Extenda”? Window Screen 


Makes two adjustments possible— 
vertical as well as horizontal. Model A 
for example fits opening of 20 by 20 
in. and may be expanded to fit open- 
ing up to 22 by 22 in. Maker states 
construction is such that it is fly-proof 
at any adjustment. These screens are 
installed easily and quickly from the 
inside. The illustrations show the in- 
side of the assembly in the various posi- 
tions. All the vertical expansion is on 
the bottom panel. The Haskel Co. 
Birmingham, Mich. 
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Counter Display For Chimes 


-A handsome demonstrator for the 
bar type chimes that is compactly de- 


ers’ Approved cord. It plugs into any Electric Lawn Mower 


110-120 volt, A.C. current socket. As 


insects attempt to pass between the Vertical type. Uses “Sun Light” mo- 








f . : charged > A tor specially built to be used in a 

it signed see arg Apes E Rise anid ae us nae ae _ vertical position, with ball truss bear- 
is announced by The A. E. Rittenhouse ‘ rei P ie . ; : 

t rent will produce only a stinging sen- ings for carrying the armature. One 
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Co., Inc., Honeoye Falls, N. Y. Stand sation to the finger-tips. Suggested 
is all metal and attractively finished in retail selling price is $16.50. The Chi- 
four colors. It is 19 in. wide by 16 cago Electric Scientific Co., 2300 War- 
in. high. Demonstrates bar chime ren Blvd., Chicago. 

models 200, 100, R and S Stand is fur- 

nished completely wired, including 

chimes, push-buttons and transformer. fourth hp. motor is used with 18-inch 
The price of the complete display cov- Water Heater Booklet cut or less; one-third hp. motor is 
ers only the cost of the chimes, trans- A new 8-page booklet describing Per- used where cut exceeds 18 in. De- 








former and push-buttons, no charge 
being made for the all-metal stand or 
wiring. Price complete is $12.45 less 
dealer’s discount. 


Faucet Rebuilder 


“CleValve”—treplaces the old stem 
and washers in common faucets. As 
one complete unit, it requires no extra 
parts and is adjustable to ‘different 


faucet body sizes. It is quickly in- 
stalled with ordinary tools. Cleveland 
Valve Co., 1616 E. 40th St., Cleveland, 
Ohio. 


Electrified Fly Trap 


This improved, portable, all-metal 
electrified trap for flies and all flying 
insects, is 12 in. wide, 22% in. long and 
4 in. high. It is made of heavy gage 
sheet steel with a durable baked-enamel 
finish. Equipped with built-in trans- 
former and 6 feet of heavy Underwrit- 
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fection, Puritan and Superfex oil burn- 
ing water heaters has been issued for 
dealers’ use by the Perfection Stove Co., 
Cleveland, Ohio. Booklet also contains 
four installation diagrams. 


velops 1,750 r.p.m. Operates from any 
ordinary wall plug or light plug. Fur- 
nished with A.C. motor unless DC. 
motor is requested. Rotary Mower Co., 


Omaha, Neb. 
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CLEMSON BROS., 


Best Sellers 
Wherever Sold 
(fh 


A) 


Every experienced hardware man classes Star 
Hack Saw Blades as one of the trade's best Sell- 
ing lines. That reputation has been materially 
enhanced by the sturdy metal, hinged-lid boxes 
in which Star hand blades now are packed. 























To the popularity of these famous blades, the 
boxes add display value, saving in shelf-room, 
stacking-ease, cleanliness and protection to con- 
tents. Users like the boxes as well as the blades 
—for odds and ends after the blades have been 
used. 


Carry a complete stock of Star Hack Saw Blades 
—hand and power, Tungsten and “Moly”. 


CLEMSON BROS., INC. 


MIDDLETOWN, N. Y. 
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JUDD Binding and Edging 
handles easily without kinking. 
It’s rolled right—polished side on 
the inside of the curve—lies flat 
when unrolled for installation. 
Convenient 25-yard carton permits 
recoiling without removing the 
roll—saves time and waste yard- 
age when dispensing. JUDD 
Binding and Edging is buffed and 
polished—stays bright longer on 
your shelves. Stock JUDD, stick 
with JUDD, and sell JUDD for 
greater profit. Ask your jobber. 





Envelopes of Pins. 


BRASS, ZINC, and 
STAINLESS STEEL 


Write for Catalog 95 which illustrates 
and describes the broad JUDD line of 
carpet and linoleum hardware. 


pnminmnnr 


H. L. JUDD COMPANY 


INCORPORATED 
WALLINGFORD, CONNECTICUT 


NEW YORK CITY OFFICES AND SALESROOM 
87 CHAMBERS STREET 














**]-Second”’ Metal Cleaner 


Maker states this cleaner is noi an 
abrasive nor a polish but cleans by 
chemical action and leaves no powdery 
deposit in cracks and corner. It is 





guaranteed to remove in one second, 
grease, stains and tarnish from copper, 
brass, bronze and other metals except 
silver and aluminum. Will not remove 
rust from iron. A thin coat is applied 
with an ordinary brush; wiped off once 
with a wet rag, and dried. Rapid Elec- 
troplating Process, Inc., 1414 S. Wa- 
bash Ave., Chicago. 





Cylindrical Plug Gages 

For checking of small holes. Gages 
are available in the diameters from .010 
in. to .084 in. in every .001 in. They 
can also be obtained on special order, 





every .0005 in. or .00025 in. or .000) 
in. from .004 in. to .150 in.; or in the 
metric system every 1/4/100 mm. 
from 0.25 mm. to 4.00 mm. Double 
end gages to check tolerances can 
also be made to order. The plugs, 
made of high carbon tool steel, are 








hardened, ground and precision lapped. 
They are held in a hollow hardened 
steel holder by a collet and can be 
easily removed, reversed or replaced. 
All handles are marked with the diam 
eter of the gage. Grobert File Corp., 
3 Park Place, New York City. 





Lawn And Garden Stake 


Made with double or triple eye and 
of steel construction. Former is 36 in 
long and latter, 48 in. long. Both are 





finished in green. Single eye stake 
is 30 in. long and also finished in green 
The Charles Hess Co., 1951 Flushing 
Ave., Brooklyn, N. Y. 





Kelvinator Refrigerators 


These refrigerators mark the begin- 
ning of a new quarter-century for Kel- 
vinator, division of Nash-Kelvinator 
Corp., Detroit, Mich. They are the “25th 
Anniversary Models” with which this 








company will mark the Silver Jubilec 
of the household electric refrigerator. 
These four cabinets are representative 
of the 1939 Kelvinator line, which con- 
sists of four series and 12 models. Four, 
five, six and eight cubic foot models are 
shown here. 
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CHAMBERLIN 
BRASS THRESHOLDS 






Sv es & 






DURABLE... WEATHER-TIGHT... 
GOOD LOOKING... 
and reasonably priced 





®@ Doorways get hard usage — strength and weather- 
tightness are important. Chamberlin Brass Thresholds 
meet every requirement and are available in a wide 
range of styles and prices. Take advantage of 
Chamberlin's long experience. Write today for details 
and a free booklet on Chamberlin Brass Thresholds. 


CHAMBERLIN METAL WEATHER STRIP CO. 


1256 LaBrosse Street Detroit, Michigan 
SINCE 1893 —THE STANDARD 








No chain store, group buyer or mail order house 
can sell ROGERS Famous Liquid Fish Glue. 
Our policy of selling exclusively through the 
hardware jobber and dealer protects your profits! 


10,000.000 CONSUMER 


DEMAN D completes 


the FOUR best selling helps any 
manufacturer can offer his dealers! 
PRICE, QUALITY, PROTECTION 
AND NATIONAL ADVERTISING! 
. makes it easier for YOU to travel 
the highroad of co- 
operation and more 
profits. 

PHONE YOUR JOBBER FOR DETAUS 
of the two Rogers deals that 
will get you off to a flying 
start behind the power of 
Rogers National consumer 
advertising! 





















ROGEars 
Gloucester, Mass. 
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AMilker That SELLS/ 


°® Easiest 

Milker To Clean 
e Easiest 

Milker To Use 
e Easiest 

Milker To Sell 





BIGGEST MILKER ADVANCE 
IN 30 YEARS 


OUR “MONEY-BACK OPTION PLAN” ff 


Now Ready— Never Anything Like It e 


The dealer who takes advantage of this option buys nothing and 
in no way obligates himself ever to buy. You merely deposit 
$25.00 with us as evidence that you mean business and to prove 
your sincerity. Your sample Master Milker will be shipped in same 
rotation your Option Check arrives with the balance net ten days. 

If within ten days after the arrival of your sample machine you 
wish to give up your OPTION . .. for ANY reason WHATSO- 
EVER ... every cent you paid, including freight, will be refunded 
at once. Present Anker-Holth dealers have all been given this 
Option Opportunity, and if your town is still open you can’t 
afford to let this chance slip by . . . it gives you the biggest 
Milker Profit Opportunity the trade has ever known. 

Wire your reservation and mail check for OPTION on Fran- 
chise today. Money returned same day if option is already 
assigned. Address Anker-Holth Mfg. Co., Inc., Port Huron, 
Michigan. Canadian address, Sarnia, Canada. 

(Branch Offices: Minneapolis, Omaha, Wichita, Portland) 





BRANCHES IN PRINCIPAL CITIES 












NATIONAL HARDWARE WEEK 


Your jobber has complete data on special balanced 
assortments of CORY Coffee Brewers, with window display 
and supply of dealer helps... including special National 
Hardware Week streamers... all packed in one conven- 
ient shipping carton. If your jobber hasn't given you 
details, write, phone or wire your jobber, or us, today. 


GLASS COFFEE BREWER CORP. 
325 North Wells Street Chicago, IIlinois 








-EXTRA7z GREAT FILTERS! 


with every CORY COFFEE BREWER| 


NATIONAL HARDWARE 
WEEK SPECIAL , Ie J 








~ Ri 3 

( EDY! NO METAL! 
FILTERS ARE SPE i 

BREW MARVELOUS Midday T 





Quick Moving Deals for 





87 































Double X...field marshal of 
them all! The nationally ad- 
vertised Floor Cleaner that 
makes varnish vanish, makes 
old floors new and makes 
profit-sales for you! Schalk 
Chemical Company, Los 
Angeles and Chicago. 





























BELT LACING 


,, STEELGRI 


ts fraying, makes = permanent 
bless” joint. 2-plece hinged 
ins provided. 8 sizes. In 


Jon ienathe. 
veyor be ts and heavy drives—espe- 
cially drives operating under outdoor 


Wirecrip 
se.T Hooks” Gy 


Preferred be- 
cause they are 
handled safely, 
and quickly. 
Patented blue 
aligning card 
holds hooks, even shortest ends in 
perfect alignment—every hook is 
set, 3. card waste. Fit —— 
other standard 
‘available in 6 sizes. 


—_- 


A aoceattty 2 ex? => Keep 
binders runn _ binder 
slats easily an quickly ‘Tight on 
the "eld. Get your share of this 
protiteble market. 








Write today for Catalog and Circulars 


“The fun Lacing 
304 Loomis Ave., 
CHICAGO, U.S.A. 








Increase Sales of Housewares 





(Continued from page 32) 


tribute to seven or more per cent 
of the total year’s volume in mis- 
cellaneous housefurnishings. They 
are: March, April, May, June, 
August, September, October, No- 
vember, December. That is nine 
out of 12 months that can be 
considered excellent months for 
the sale of housewares. 

In appliances, we find a simi- 
lar picture in which March, April, 
May, June, July, August, Octo- 
ber, November and December 
each have more than seven per 
cent of the total year’s volume 
within the month. Don’t let your 
housewares department “go to 
seed” between special seasonal 
housewares sales. 

One way of bringing women 
into your store and to identify 
your store as a shopping center 
for women is to conduct seasonal 
or special event promotions at 
various times. 

Rarely does a department store 
mix unrelated products in a win- 
dow trimmed to promote the sale 
of a specific type of merchandise. 
How often, on the other hand, 
have you placed a cross-section of 
your entire store in the window 
during a time that you have a 
special promotion on a specific 
product? When you plan a house- 
wares window why not limit it to 
housewares products, why not 
convince your women customers 
that you carry a complete line 
of housewares—that you can fill 
their requirements on the initial 
test order which they may give 
you as well as all subsequent or- 
ders? 

Department stores have found 
spring housecleaning sales, Moth- 
er’s Day promotions, June bride 
promotions, fall housecleaning 
promotions, Thanksgiving and 
Christmas promotions well worth 
while in housewares. Why not 
run your sales at the time depart- 
ment stores are running theirs? 
Their newspaper advertisements 
are making women housewares 
conscious at the time and there is 
no reason why you cannot cash 
in to a great degree on their ef- 
forts. But, in your own special 
seasonal promotions do not leave 





the impression that it is the only 
time of the year that you have a 
complete assortment to fill the 
specific need. As an example, 
June bride merchandising has. 
been and will continue to be over- 
done. Bride’s Magazine proves 
that people are married lh 
months in the year and almost 
the same percentage each month 
in the year. Here is a breakdown 
that Bride’s Magazine gives on. 
marriages of the nation: 

Marriages in percentage of total! 


annual : 

SEO ee 6.4 per « cent 
Boe 6.1 
March Terr bie 
April ee ee 
May errs 8.0 
June riche os er 
July i ear — 
August .... —_—_ 
September 5 | iis 
October .. ~_ ew 
November . ~~ ow 
December ......... 90 “ 


These figures would indicate that 
it does not pay to leave the im- 
pression that you have shower 
gifts and June bride gifts only: 
during the month of June. There 
are sales to be made for this pur- 
pose the year "round. 

We all know that women love 
to shop. They love to attend 
cooking schools or special dem- 
onstrations where they may gather 
new ideas to simplify their house- 
work. Plan a few demonstrations: 
throughout the year and may I 
suggest that when you plan a 
demonstration—plan it thorough- 
ly! I have been requested to 
participate in demonstrations and 
found the merchant for whom the 
demonstration was to be con- 
ducted completely unprepared. 
Advertising either through news- 
papers or handbill distribution 
had not been attended to. The 
department in which the demon- 
stration was to be conducted was 
in need of a thorough houseclean- 
ing. In some cases the employees 
within the store were unacquainted 
with the fact that a demonstration 
was to be held. Frankly, loose 
planning of this kind can hardly 
bring satisfactory results. 
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«cw demonstrator working in 
your store is anxious to do two 
things: (1) She wants to make 
sales and (2) she wants to train 
your sales people so that they 
can better sell the product after 
she leaves the store. When you 
plan to give a demonstration why 
not have a sales meeting before 
the store opens so that all em- 
ployees can be given some infor- 
mation on the product that is to 
be demonstrated? Employees, too, 
should be anxious to help make 
sales during the demonstration. 
In some departments a demon- 
strator seems to be the signal for 
a complete turn-over job on the 
part of salespeople. They expect 
the demonstrator to do all the 
work, make all the sales, and are 
not even interested in learning a 
few of the salient features which 
they might be able to use in the 
future. What is still worse, some 
salespeople even fail to bring 
their customers to the demonstra- 
tion table or suggest to their cus- 
tomers to step up and see the 
demonstration while it is going 
on. You may consider this strong 
criticism, but frankly, I am only 
giving you some of my own dem- 
onstrating experiences. If you do 
not have some of these conditions 
somewhere you are to be com- 
plimented upon being thé excep- 
tion rather thgn the rule. 


Color and Style 


Another thought I wish to leave 
with you is the matter of color 
and style trends. It may be diffi- 
cult for you to follow these trends 
closely, but you will do well to 
question aggressive manufactur- 
ers’ representatives in order to 
keep abreast of the times. By 
necessity, manufacturers produc- 
ing colored wares must keep a 
close check on color developments. 
Occasionally these manufacturers 
will discontinue a line or color 
combination that you still may 
have call for in your community. 
The fact that the manufacturer 
has discontinued it should be a 
warning signal to you. If the na- 
tional picture did not indicate 
that the color combination was on 
the wane the manufacturer would 
not discontinue it. No longer is 
any town, village or city in Amer- 
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ica untouched by the influences 
around them. The styles found 
on Fifth Avenue in New York 
are the same styles that you find 
on Main Street in Baraboo. 

Color is particularly important 
to your women customers who are 
no longer thinking of churning 
butter and scrubbing floors on 
their knees, or doing a washing 
with a washboard and tub. Wo- 
men are leisure-conscious. The 
kitchen has become an important 
room in the house not only for 
preparing meals and doing dishes, 
but actually as a social center for 
entertainment or the midnight 
snack. For this reason, there is 
more interest centered in the 
kitchen than perhaps any other 
room in the house. Riding on a 
train a short time ago I overheard 
a discussion between two fellow 
women travelers who were not ac- 
quaintances of mine. The gist of 
their conversation was that any- 
thing was good enough for the 
other rooms of the house, but the 
kitchen must be modern. 


Popular Colors 


Do not be afraid to close out, 
at reduced prices if necessary, 
products whose color combina- 
tions are not popular. Today keep 
in mind that major appliances 
have brought back into existence 
the white kitchen. Color in ac- 
cessories is needed to relieve the 
monotony, and brighten and cheer 
the surroundings. This basic 
trend is important to you for it 
enables you to merchandise com- 
plete color ensembles. In this re- 
spect may I suggest that you try 
to keep the products of various 
kinds within a reasonable color 
harmony? The future will bring 
not only matching of color but 
matching of decorations and 
matching of designs. Keep this 
trend in mind. For a compara- 
tively few dollars in new acces- 
sories, the white kitchen can be 
changed from one color combina- 
tion to another. The kitchen of 
today must be kept in color har- 
mony. White and blue has been 
popular during the past few years, 
but white with red is today’s out- 
standing color combination. Not 


Its New! 








dallas 
“RUGGED” RULE 


No. 46 — 6 Ft. 
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Its Tough! 


A Quality Rule at 
a Special Price 
for 
NATIONAL HARDWARE 
WEEK 








Rule Sections Extra Heavy 
Boxwood Finish Lock Joints 
Selected Hardwood Strike Plates 
%-inch Wide 6-inch Folds 


orver Wow 


RULES PRECISION TOOLS 
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BLAKE & LAMB 


are 


“GOING TO TOWN!” 


Hardware jobbers, distributing 
BLAKE & LAMB Steel Traps are 
encountering eager acceptance 
on the part of dealers—grateful 
for higher quality coupled with 
lower prices. Hardware dealers, 
insisting upon BLAKE & LAMB, 
are meeting and beating every 
other channel of steel trap dis- 
tribution. These are facts worth 
the immediate investigation of 
every progressive jobber and 
dealer. 


THE HAWKINS COMPANY 
MPRICAS OLDEST TRAP MANE FACTERERS 
SocTH BRITAIN. CONNECTICUT 











large solid areas of red, but large 
areas of white merely accentuated 
with a small amount of red. Re- 
cently | have seen some trend 
toward the use of yellow, but un- 
til all manufacturers of colored 
products back the color at one 
time it is not likely to be a vol- 
ume seller. 

There is one other thought that 
| wish to leave with you in de- 
veloping a clientele of women 
customers. It is true that women 
shop quite extensively. They 
know their market and they are 
better acquainted with prices to- 
day than they have ever been in 
the history of the world. Yet 





there is a great difference between 
buying and shopping. Women 
have favorite places where they 
buy! If 1 were an independent 
retailer | would be more con- 
cerned about having what my 
customers wanted when they 
wanted it than the prices that my 
competitors might be quoting on 
far inferior merchandise. | 
would convince my customers that 
1 could serve them on style mer- 
chandise and standard merchan 
dise. I would consider the most 
important members of my firm 
the women of my trading area 
who spend 80 cents out of every 
~pendable American dollar. 


Advertising Brought 18,000 
to Turner’s Store Opening 


(Continued from page 39) 


ments and hardware, as well as 
sporting goods, builders’ hardware 
and tools received a share of the 
publicity. Advertisements on these 
items were located in the center 
pages of this feature section. 


Paint Advertising 


Unusual paint advertisements 
toward the rear of the issue di- 
rected attention to the low cost of 
complete room painting. Pictures 
of the various rooms were repro- 
duced with color schemes indi- 
cated for each. Estimates of the 
cost of refinishing the average 
room were also given. 

Stories about the company ap- 
peared throughout this feature sec- 
tion. John D. Turner, president 
and general manager, told some- 
thing of the history of the com- 
pany. Established in 1875 as 
Wood & Turner, the name was 
changed to Turner Hardware Co. 
and then to the present name when 
the company was incorporated in 
1907. In 1928 the Stockton Hard- 
ware & Implement Co. was merged 
with the company. Seven branch 
stores, all located within a radius 
of 30 miles of Stockton, are a part 
of the concern today. 

George D. Oliver, Jr., assistant 
general manager, described the 
new store which occupies a build- 
ing 100 ft. long by 100 ft. wide. 


There is a main floor, basement 


and mezzanine balcony 16 ft. wide 
around the walls. The ceiling, 
containing several large skylights, 
is painted white and the side walls 
canary yellow. The modern fix 
tures are robin’s egg blue in color 
while the tables are taupe. Hard- 
wood floors are finished in a high 
lustre to preserve the natural wood 
finish. 

Other department managers told 
about interesting merchandise and 
unique services of the store in the 
feature section. One entire page 
was devoted to pictures of the 54 
employees of the new store. An- 
other full page contained pictures 
of the branch stores and names of 
the employees associated with 
each. 


Parking and Gifts 


Mention of the free parking lot 
and free gifts for customers oc- 
curred on almost every page, 
usually as a part of one of the 
advertisements. Many merchan- 
dise illustrations improved the ap- 
pearance and increased the in- 
terest of all advertisements in this 
18-page issue. 

Turner’s feature section was a 
part of the regular edition of The 
Stockton Record covering the city 
of Stockton, with a population of 
over 49,000, and the trading area 
located within a radius of 30 miles 
around the community. 
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Advertised 
Nationally to 
30.721.000 


| It’s the most extensive consumer cam- 
| paign ever undertaken to increase 
| dealer sales for a metal sponge. 


In Women’s Magazines 
The women buyers in more than 
18,981,000 homes are reached regu- 
larly and impressively . . . and that 
includes practically every profitable 
customer that enters your store. 


Plus Coast-to-Coast 
Radio Broadeasting 


| Over 14 high-wattage stations, with a 
| potential audience of 11,740,000... 
| and oneofthe most interesting women’s 
| 
| 


aa 


programs on the air. 


---IT PAYS TO CARRY THE 
COMPLETE GOTTSCHALK LINE 
Metal Sponge 10€ 
unior Sponge Se 
Ecpoase 
Ball... 
Kitc en Jewel 
with knob, 1@e 
Hand-L-Mop, 
with handle, 1@e 

























Gottschalk’s 


METAL SPONGE 
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| METAL SPONGE SALES CORP. 





Philadelphia, Pa. 
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areatest number of readers. 
Send your copy with remittance to 








Want a Good Position? 


The quickest and surest way of securing « 
s0od position is through the Classified Oppor- 
tunities Department of Hardware Age. 

Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St., New York City 
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Truly a Sensational Seller! 


ISE-GRIP 


Adjustable 
LOCKING WRENCH 












































Powerful 
Double-Lever Action 
Locks Jaws Down 


with TON-Grip! 


Here’s SOMETHING!—the world’s Most 

POWERFUL, Most USEFUL hand tool! 
Exclusive “Double-Lever Action” enables the 
grip of one hand to LOCK jaws to the work with terrific non- 
slip pressure! Remains locked with the hands removed. Never 
slips. Holds anything, any shape. Adjustable to ratchet-like 
action. Is vise, clamp, pliers, open-end wrench, locking wrench, 
pipe wrench, toggle press—all in one! Light, trim, handsome. 
Made of finest alloy tool steel. Nickel finish. Two 
sizes—10”, $1.95 list; 7”, $1.65 list. Big dealer 


margin. 


FRE UNIQUE DEMONSTRATOR insures 
lots of sales. Free with first order for 
dozen or more Vise-Grips. 





See your jobber salesman, or write factory. 


PETERSEN MFG. CO.., Dept. H-4, DeWitt, Nebr. 


This Tool Does 


a Perfect 
Glazing Job— 


The Simplex Putty Appli- 
cator is so simple anyone 
can use it. So practical it 
saves time and putty on 
every job. It compresses 
the putty thoroughly — 
makes a smooth surface—leaves the glass free from any 
surplus putty. Makes perfect angles and corners. 

















Big Seller to Every Householder— 
Glazier — Painter and Carpenter 


Every person who puts in window glass is a prospective 
customer for this new tool. It is the result of one year’s 
research work. Was put to the severest tests before mar- 
keting. Simple instruction sheet with each tool. Packed 
1 dozen in sales making display carton to retail profitably 
at 25 cents each, slightly higher in 
Denver and West, and Canada. 






Please order from your Jobber. If he can- 
not supply you, write to us. 


SIMPLEX PUTTY 
APPLICATOR CO. 


4835 Woodward Avenue 
Detroit, Michigan 
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ABRASIVE CLOTH 





1032 W. Fulton St. 


IS BETTER 








THE NEW HANDY SANDER 


makes available to the occasional user the ABRASIVE 
CLOTH used by industry in wood and metal finishing. 


you it brings profit opportunities. 


Check these features— 
‘. Many times superior to Sandpaper. 
2. Factory finishes with long abrasive life 
3. Fast cutting—-no clogging. 
4. Cushion action relieves hand fatigue. 
5. Even pressure on flat, or irregular shapes. 
6. Strong—made of Steel but light weight. 
7. No waste—50-100% savings of abrasive over 
other hand sanding devices. 


Sells for 75¢ with 1 roll Medium Grit—2 eatra—1 fine 
and 1 coarse. 
Dealer Counter display 
and 12 refills. 


Additional refills, list 10¢ each. 
carton contains 6 Sandere 


TOOLCRAFT CORP. 


Chicago, Ill. 
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HE score of years that these fine 


products of builders’ hardware 


| have been offered to the trade have 
been marked by dependability in 
service always. 


little wonder that the endorse- 


Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 


} 
| ments of the many users of National 


ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 


National Manufacturing 


Company 


STERLING - - « ILLINOIS 
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Baseball Celebrates Its Centennial 


(Continued from page 36) 


The executive committee, which is 
concerned with the actual opera- 
tion of the program, should con- 
sist of five members representing 
baseball, business, the press and 
civic or social organizations. A 
publicity committee is also essen- 
tial and this should include a 
newspaper sports writer, a radio 
executive and a member of the 
local chamber of commerce or a 
civic executive. Other essential 
committees are: speakers and ra- 
dio, program, decoration, enter- 
tainment, parade and finance. 

The National Baseball Centen- 
nial Commission has even pre- 
pared addresses for the centennial 
celebration. These include an ad- 
dress on the centennial celebra- 
tion, suggested material for a 
public address by a civic leader 
and a suggested radio speech for 
a baseball player. Information 
regarding these may be had by 
addressing Al Stoughton, secre- 
tary, at the offices of the National 
Baseball Centennial Commission 
in New York City. Feature stories 
and historical background mate- 
rial; mats of the centennial em- 
blem and lists of national adver- 
tisers cooperation with the 
celebration may be had from the 
same source. Window posters, 
automobile windshield emblems, 
stickers, flags and other items may 
be obtained at minimum cost. 

Plans have also been made in 
which outlines ‘have been pre- 
pared for the staging of special 
events such as parades, exhibi- 
tion games, baseball parties, “old 
timers” days and others. All of 
these may also be obtained from 
the same source. 

In addition to the foregoing 
the Commission has developed 
five plans for the conducting of 
the following: high school base- 
ball tournaments, amateur tourna- 
ments, high school and amateur 
baseball days, public baseball 
clinics, intensive junior baseball 
schools and extended junior base- 
ball schools. 

Added interest in baseball may 
also be aroused by the showing 
of two motion pictures. The first 
of these, entitled “The National 


Game,” has been produced by the 
National League and may be ob- 
tained in either 35 or 16-milli- 
meter size. Headquarters for ob- 
taining this film is the National 
Exhibition Co. (New York 
Giants), 104 West 42nd St., New 
York City, or by addressing any 
of the National League clubs lo- 
cated in Brooklyn, Boston, Phila- 
delphia, Chicago, Pittsburgh, St. 
Louis or Cincinnati. 

The second film, which is also 
obtainable in the same sizes, has 
been produced by the American 
League and is entitled “One Hun- 
dred Years of Baseball.” This 
film may be obtained from Lew 
Fonseca, office of American 
League of Professional Baseball 
Clubs, 310 South Michigan Build- 
ing, Chicago, Ill. In commenting 
on this film, Mr. Fonseca’s office 
states as follows: “Prints of these 
pictures are shipped to schools, 
colleges and various organizations 
throughout the country having 
sound projectors to handle the 
showing. They are shipped for 
definitely scheduled showings, the 
prints to be returned the day fol- 
lowing the showing.” Each of 
these films may be obtained with- 
out charge other than the cost 
covering the shipping. 


Dealer Opportunities 


The opportunities for the wide- 
awake hardware dealer to profit 
by the centennial are obvious. In 
the first place he can organize 
or aid in organizing the celebra- 
tion in his own community and, 
by being prominently mentioned 
in connection with the event, can 
obtain an unusual amount of pub- 
licity and good will. The donation 
of tickets or the furnishing of 
baseballs or awards for the games 
or other events held in connec- 
tion with the centennial celebra- 
tion would be certain to give him 
some excellent advertising and 
would undoubtedly be productive 
of an amount of good will which 
could not be purchased. 

Window displays can be de- 
vised for the celebration which 
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should be decidedly worth while. 
In this connection, it might be 
well to feature a human interest 
display in mid-June at the time 
when the National Baseball Mu- 
seum and Hall of Fame is dedi- 
cated in Cooperstown. Displays 
during that period could be of 


an historical nature featuring 
illustrations of local teams—past 
and present, photographs of local 
stars, pictures dealing with the 
early days of the game and with 
the various points of interest 
which will be prominent in the 
Cooperstown ceremonies. 





Alexander Hamilton Was Once a Clerk 
in This Hardware Store 


(Continued from page 41) 


cessant exposure of their failings, 
struck aside their clumsy attempts 
to humiliate him with the keen 
blade of a wit that sent them skulk- 
ing. Finally they submitted, but 
they cursed him, and willingly 
would have wrung his neck and 
flung him into the bay. But there 
was no compromise in Hamilton, 
even then, where his enemies were 
concerned. He enjoyed their futile 
wrath, and would not have lifted 
his finger to flash it into liking. 

Only once the tropical passions 
of his inheritance conquered his 
desire to dominate through the 
forces of his will alone. One of 
the oldest employees, a man named 
Cutter, had shown jealousy of 
young Hamilton from the first, and 
a few days after Mr. Cruger’s de- 
parture began to manifest signs of 
open rebellion. He did his work 
poorly, or not at all, absented him- 
self from the store for two days, 
and returned to his post without 
excuse, squaring his shoulders 
about the place and sneering his 
contempt of the youthful cock-of- 
the-walk. Alexander struggled to 
maintain a self-control which he 
felt to be strictly compatible with 
the dignity of his position, al- 
though his gorge rose so high that 
it threatened to choke him. The 
climax came when he gave Cutter 
a peremptory order, and the man 
took out a cigar, lit it, and laughed 
in his face. 

For the next few moments, 
Alexander had a confused impres- 
sion that he was in hell, struggling 
his way through a roar and con- 
fusion. When he was _ himself 
again he was in the arms of his 
chief assistant, and Mr. Cutter 
bled profusely on the floor. He 
was informed later that he had 
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“gone straight over the counter 
with a face like a hurricane” and 
assaulted his refractory hireling 
with such incredible rapidity of 
scientific fist that the man, who 
was twice his size, had succumbed 
from astonishment and an almost 
supernatural terror. Alexander, 
who was ashamed of himself, 
apologized at once, but gave the 
man his choice of treating him 
with proper respect or leaving the 
store. Cutter answered respect- 
fully that he would remain, and 
he gave no further trouble.” 

With this dash of color sur- 
rounding Hamilton’s Hardware 
Store, the reader will understand 
why so many people flock in and 
out of the island’s leading hard- 
ware department. The author is 
tempted to answer by saying they 
are interested in collecting souve- 
nirs, but his opinion is worth lit- 
tle, for the management of the 
Alexander Hamilton Hardware 
Store believes that they come there 
because of the excellence and 
variety of the goods they carry. 





Shoe Last And Foot Rest 


This combination is for repairing and 
shining shoes. When placed on floor 
it becomes a shine stand. Last will fit 
all sizes. Can also be used on bench, 


chair, box or lap. Finished in high 
black enamel. Made of unbreakable 
malleable iron. The Star Heel Plate 
Co., 357 Wilson Ave., Newark, N. J. 








THE GREATEST 





A brilliant new 
line with two 
time-saving Twin 
Tub models and 
six snappy sin- 
gle-tub washers 
— magnetic 
values that will 
attract buyers to 
your store. 


This new Dexter line offers un- 
usual profit possibilities. Exclu- 
sive wringers and other surpass- 
ing features protect Dexter deal- 
ers from cut-price competition— 
stimulate selling of the higher 
grade numbers. 


Powerful sales-promotion stunts 
are provided, advertising assis- 
tance is given. Dexter cooperates 
actively by helping you to get 
prospects, close sales and make 
larger washing machine profits. 
Write today for attractive 
money-making dealer proposi- 
tion—you'll like it. 


THE DEXTER COMPANY 


Fairfield, lowa 



































The Lpnrinkber that | 
Never Wears ony 


PREMAX 
the Best 
Seller in 
its Class! 


No metal-to-metal bear- 
ings, no friction, no wear. The head 
floats on a cushion of water. Sim- 
ple adjustment for large or small 
areas—coarse or fine mist. Fin- 
ished in red and green enamel, 
polished brass fittings. Guaranteed 
five years. 


The finest little 
sprinkler on the 
market! Covers 4 
to 30-ft. circle. No 
adjustments —reg- 
ulates at faucet. 
Only three parts— 
no lubrication 
needed. In red and 
«green enamel. 


Ask your jobber for special Nationa! 
Herdware Week offer. 





























































by more than 


a million travelers 


No wonder the Benjamin Franklin 
has been approved by more than 
a million visitors to Philadelphia! 
Experienced travelers like its mod 
erm service and comfort. They ap 
preciate its convenient location. 
And their budgets approve the rates 
which make it the | 
big hotel value 
in Philadelphia. 
1200 rooms. 





Complete fa- 
cilities for 
meetings, 
from small 
groups to 
conventions. 








THE 
BENJAMIN 
FRANKLIN 


SAMUEL EARLEY, Managing Director 


Philadelphia 











How’s the Hardware Business? 





(Continued from page 62) 


whose sales during February, 112,- 
322 units, gained 9 per cent over 
January, and 5 per cent over Febru 
ary, 1938. 


cat . af 


Factory Activity—Except for 


the plants making highly seasonable 


lines, factory operations have not 
made as large a spring gain a- 
usual. When March figures are com- 
piled, the industrial production in 
dex probably will show a small de- 
cline for the third month in succes- 
sion. Nor have most plants been able 
to build up a backlog of orders suffi- 
cient to promise any marked rise in 


April. By this time, many compa- 
nies had hoped for a resumption of 
last Fall’s upswing; and early last 
month a pick-up in buying in a num- 
her of lines, together with firmness 
in commodity prices, furnished some 
support for these hopes. However, 
the improvement has made little 
headway for the past few weeks. 
Business sentiment is strongly con- 
servative, although not pessimistic. 
Expectations that the present status 
will sooner or later give way to im- 
provement are common, but little 
forward action is being taken, to 
emphasize these expectations. 





FAIRBANKS, MORSE COMPARES MAIL ORDER VALUES 








PISTON ROD 











NUT ARE BRASS. 
PACKING RINGS. 


te F-M 3/8" saonze sHart, extra 


STRONG, EXTRA TOUGH, 
MAIL ORDER 


1/4" BRONZE SHAFT NOT AS RIGID AS 
THE LARGER SHAFT ‘USED IN F=M PUMP, 


STUFFING BOX 


F-AMA_ ss sTuFFING 80x, GLANO, AND 
EIGHT HIGH-GRADE 


MAIL ORDER 

STUFFING BOX HAS SEVEN PACKING 
RINGS == ANO THERE 13 NO GLAND 
WHATEVER AS SHOWN HERE, 








PRESSURE SWITCH 








F-M 
square "p." 


4 L688. 5 02. 





1B, 10 02. 


WEIGHT OF THESE PARTS -- 


MAIL GRADER 


UNIDENTIFIED MAKE, 





WEIGHT OF THESE PARTS <= 








This is an actual page on home water systems in the “Show- 
down” book issued by Fairbanks, Morse & Co., 600 South Michigan 
Ave., Chicago, Ill, as part of its campaign to help independent 
dealers buck chain store and mail order competition. This 17- 
page, 10 by 12 in., spiral bound printed demonstrator is set up in 
easel form. Its front cover, in red, bears the inscription, “Seeing 
is Believing.” The inside pages carry comparisons of design, con- 
struction, make-up, assembly, capacity, weight and function of 
parts and mechanisms, etc., of Fairbanks, Morse merchandise with 
that of mail order houses and chain stores. Home water systems, 
feed grinders, windmills, gasoline engines, and washers are shown. 
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THOMAS M. ANDERSON 


HE rich rewards of tomor- 
row will come not to those 
who are now wilting, not to 
those who are showing the white 
feather, but to those who have 
faith and vision and confidence 
enough to buck the tide, to grit 
their teeth and forge unswervingly 
ahead. Sales and business have 
their bright spots as well as their 
dark ones. Perhaps one of the 
brightest spots of all, right now, 
lies in the fact that the dark ones 
are becoming brighter one by one. 
When the tide is at full ebb there 
is only one way that it can turn. 
Business now seems to be close to 
that point. 

The meat in the cocoanut is 
sales. That means salesmanship, 
and with sales good everybody 
prospers. Isn’t it funny how big 
inventory looks when it is piling 
up, and how fast it becomes small 
when sales pick up? You may 
think the man in another territory 
or selling for another company has 
a much easier time than you, but 
the chances are he feels the same 
way about you. Follow up—stick 
close to your trade. Keep up and 
at ’em! 

There is never a time when it is 
wise to take it for granted that 
the customer once sold will al- 
ways remain that way. Every visit 
to him should be a re-sale. Never 
slight an existing customer in get- 
ting a new one. It is the old story 
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This Is No Time so Wilt! 


By 


THomMAS M. ANDERSON 


about a bird in the hand being 
worth two in the bush. When sales 
are hard it seems to us to be es- 
pecially important to retain the 
good-will and the business of old 
customers. It likewise seems like 
an excellent time to work among 
old customers and build up good- 
will and to try and re-sell those 
who were once customers, but who. 
from time to time, have been lost 
for various reasons. 

Inertia in any sales department 
is something that both manufac- 
turers and dealers should attack 
with intelligence and vigor. It’s 
not entirely the salesman’s fault. 
Any man with sales capabilities 
can be taught to sell. The others. 
if any, should be doing something 
else. More systematic sales super- 
vision is, in my opinion, the 
greatest present need in every line 
of business in the country, 


Lost Sales 


It is much too bad that statis- 
tics cannot be compiled to show 
how many sales are lost every 
year by the people who had the 
first opportunity to make them. 
and because of inept salesmanship 
and what it costs to have so many 
salesmen on its payroll miss out 
on small details. The figures would 
doubtless be staggering. 

There are, of course, good sales- 
men now as always, but our im- 
pression is that their ratio is not 
increasing and that the average 
salesman is not an atom better 
than he was before the war. This 
means, of course, that throughout 
the intervening years a lot more 
constructive thought has been put 
into manufacturing, etc., than has 
been put into the instruction of 
salesmen. 





Salesmen should be taught how 
to deal with human nature and 
they should be told all there is to 
know about their own product and 
about the products that compete 
with it. Those who cannot learn 
these things should not be retained. 
When you talk to any salesman 
who has been well supervised you 
get the information that you want, 
presented in a tactful, friendly 
spirit. 

No man is utterly worthless un- 
til he starts feeling sorry for him- 
self, and once the inherent pangs 
of self-sympathy throb unchecked 
in a man, you may put that fellow 
down as a man who is all through, 
all buttoned up and all done. Self- 
pity in a man is an incubator for 
haired and, as the germs develop. 
the vision becomes distorted and 
he sees other people as grotesque 
demons who would crush him, 
while he revels in the false posi- 
tion of being a martyr who sur- 
vives in spite of his punishment. 

Sympathy is the balance wheel 
in a strong man. It is a powerful 
influence, but once its beams are 
self-directed pride and accomplish- 
ment, ambition and reason all 
vanish and leave a man embittered 
toward a world of fellow men, 
hating them for the good they do, 
seeing only evil as the aim for all 
their acts, and seeing in their pos- 
sessions things which he believes 
should be his. 

You can’t help a guy who is in 
that condition. You can only hope 
that some day he will realize that 
sympathy is a quality which is 
given to one to administer care- 
fully to others, and, while it is the 
most helpful quality of all, it is 
the most dangerous when given too 
freely or taken by one’s self in any 
quantity. 
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A Popular Selling 
Wire Stretcher 


The Townsend Wire Stretcher has 
been a profitable seller for 30 years. 
It gives complete satisfaction. Made 
strong and durable to last for years. 
Affords powerful leverage. Easily 
attached to the wire. 













One man can stretch the wire with 
this implement and nail it to the post 
without assistance. The 3-foot 
wooden handle or lever is fitted with 
sturdy malleable iron pincers with 
Serrated Steel Grips warranted not 
to slip. The— 


Townsend 
Wire Stretcher 


stretches to the last post at the end of the 
fence as well as to any other. Will stretch 
plain, twisted, barbed or woven wire. 
Stretches woven wire with a large mesh 
better than most stretchers made espe- 
cially for it. Also ideal for tightening 
bands and wire on large shipping boxes, 
crates and bales. Send for Folder and 
Trade-prices. 


B. W. TOWNSEND 
Painted Post, N. Y. 














A“Buggy Question 
that Makes Sales 


It’s a question that will make customers appre- 
ciate your friendly interest. Just ask the ones 
who have gardens: “Are you having much 
trouble with bugs on your flowers?” 


When the answer is “ Yes’’—and it often is— 
your sale is almost made. To close it just say 
something like: ‘What you need is some Red 
Arrow Garden Spray. It’s easy to mix and use. 
It kills garden insects in a jiffy. And it’s safe. 
Red Arrow is very inexpensive, too. This little 
35¢ bottle makes several gallons—and this 
larger dollar bottle makes four times as much 
for less than three times the price . . . . You'll 
take the dollar bottle? . . . . Thanks. This 
folder contains the few simple directions you 
need to get best results.’”’ 


There’s many a sale and a mighty sweet 
profit in that kind of sales approach—because 
Red Arrow, in the No. 720 Assortment, pays 
you nearly 100% mark-up. Order from your 
jobber, or, for further details and selling ideas, 
write to: 


THE McCORMICK SALES CO. 
408 Light St., Baltimore, Maryland 
McCormick & Co. (Canada) Ltd., Toronto 








New York—The World of Today 





(Continued from page 54) 


a boat there is one that leaves 
several times a day from West 
42nd Street on the Hudson River. 
The charge is very small. New 
York has some of the most beauti- 
ful bridges in the world. The 
George Washington bridge, the 
last finished, is probably the most 
graceful. You can see most of 
these bridges from busses. 

Then there is Cleopatra’s Needle 
in Central Park, Fraunce’s Tavern 
where Washington bade his offi- 
cers farewell, Grant’s Tomb, the 
New York Stock Exchange, Rocke- 
feller Center with its great Music 
Hall and other attractions. New 
York has 12 sport stadiums, base- 
ball, racing, athletics, etc. New 
York has four principal air ports 
—Floyd Bennett Field, North 
Beach Airport, Newark Airport, 
and Roosevelt Field. New York 
has great cathedrals and churches. 
Almost every religion on earth has 
its church here in New York, even 
the Russians and Greeks have their 
churches. There are 14 amuse- 
ment parks and beaches. These, 
of course, include the celebrated 
Coney Island and the new Jones 
Beach. In New York proper there 
are 102 theatres and moving pic- 
ture places. 

In Battery Park is one of the 
world’s most noted aquariums. 
Then there is the Bronx Botanical 
Garden, Bronx Park and Zoo, 
Brooklyn Botanical Garden, Amer- 
ican Museum of Natural History, 
the Metropolitan Museum of Art 
and the Brooklyn Museum. If you 
desire just to visit museums in 
New York alone, you can make’ 
your selection from 31 such insti- 
tutions. One unique exhibition is 
the Hayden Planetarium. This will 
interest you if you go in for 
astronomy. 

If you decide on this economi- 
cal trip I am outlining it may be 
wise for you to send 50 cents to 
Hagstrom Company, Inc., 20 
Vesey Street, New York, N. Y., 
for their new map of New York 
City and the World’s Fair, and 
the list of places to visit. This 
map is of pocket size and will be 
of great help in laying out your 
trip. 


Now let me suggest, if you wish 
your visit to be a success, that 
you plan it on a basis of clear 
days and rainy days. Have a note 
book and pick out the places to 
go on a rainy day, and the other 
places that should be seen from 
outdoors. Another thing to do in 
planning your trip is to pick out 
the places to visit on a certain 
day, that insofar as is possible, 
are near each other. This will 
save time and will also save your 
feet. 

I would suggest that you bring 
your money in the form of Amer- 
ican Express Company checks, or 
banker’s checks. In case of theft 
or loss there is a chance of re- 
covery. But if you happen to lose 
dollar bills in New York I 
wouldn’t count on your ever get- 
ting them back. If, however, you 
have currency, take the precau- 
tion of carrying it in two pockets. 
If one of your pockets is picked 
you will still have a reserve in 
the other. 


Notify a Friend! 


But again, let me emphasize 
what I said in another recent 
article about the World’s Fair. 
When you locate your room, give 
them your name and home ad- 
dress. Also the name of any 
friend or acquaintance you may 
have in New York and also his 
telephone number. Then in your 
pocket carry a memorandum with 
your room address and telephone 
number, so if anything happens 
to you word will be gotten to 
your friends immediately. 

All sorts of things are going to 
happen in the tremendous crowds 
that will attend this World’s Fair, 
and you have no reason for being 
sure that something won’t happen 
to you. Just a little precaution 
such as suggested will only take 
a few minutes’ time and may 
make a great difference if you 
happen to be one of the unfortu- 
nates. 

Naturally all the crooks in the 
country will try to visit the Fair. 
All sorts of confidence games will 
be worked. Let me say that the 
best confidence people are the 
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most attractive. They could not 
get. very far in the confidence 
game, either males or females, un- 
less they were attractive. There- 
fore be careful of chance acquain- 
tances. If you happen to have a 
roll of money don’t show it. If 
you have expensive jewelry don’t 
put it on and start out in a taxi- 
cab. It really would be better, if 
you are just coming to see the 
Fair, if you leave your jewelry 
and other valuables in your safety 
deposit box back home. 


Travel Light! 


Travel light, because you can 
buy everything you will need, but 
be sure to supply yourself with 
a diary. Write up your diary 
every night before you go to bed. 
This diary, with an account of 
your visit to New York and the 
World’s Fair will be interesting 
to you and to your children and 
grandchildren. Recently I was 
shown a diary by one of my 
elderly relatives which he kept 
when he visited the Philadelphia 
Centennial in 76. Some of the 
things they saw that interested 
them gave all of us a good laugh. 
For instance, the Corliss engine 
was a great attraction, but that 
engine today would be just a joke 
in comparison with the power 
that we generate by electricity. 

In my own time I have been 
something of a traveler. I never 
carried an umbrella. An ordinary 
cap is the most convenient head- 
gear. But the most convenient 
thing of all in traveling is a light- 
weight rain coat. One that will 
button up around the neck. A 
rain coat like this serves not only 
to keep out the cold and rain, but 
it makes an excellent night shirt, 
a bath robe when you skin down 
the hall, and on occasions doesn’t 
make a bad table cloth. Get one 
with large pockets. 

If you wish to make a World’s 
Fair scrap book to keep as a sou- 
venir of your vacation, start right 
in at the beginning gathering 
booklets and pamphlets. You will 
find them at every exhibit. Also 
buy illustrated post cards. They 
are just as good and better than 
photographs and cost less. Gather 
this stuff every day as you travel. 
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Put it into your bag in your room 
at night, and when you return 
home buy a large scrap book and 
have a good time making a sou- 
venir of your visit. 

The chances are there will be 
some very hot muggy days. You 
will walk a lot and no doubt per- 
spire. Probably in your small 
room you will not have plumbing. 
Community baths are usually 
crowded and you probably will 
not care to waste time waiting 
your turn. It is therefore a good 
idea to provide yourself with a 
good-sized sponge and carry it in 
a waterproof silk bag sold for 
the purpose. A good sponge bath 
can be taken quickly and will no 
doubt add to your comfort. 

A gadget that I have seen used 
frequently by tourists in foreign 
countries is a spring snapper that 
can be attached to the button on 
your coat or vest. In an art gal- 
lery or museum where it is cus- 
tomary to remove the hat, you 
insert the rim of the hat in this 
snapper. The hat hangs in front 
of you. Then you have both 
hands free for your guide book, 
memorandum book and _ pencil. 
When I first saw these snappers 
in general use I laughed, but I 
soon found my hat was a nui- 
sance, and so I followed suit. 

In the world’s fairs that I have 
visited it has been my experience 
that seats are scarce and the: few 
around are usually occupied. If 
you can afford it, one of these 
“sitting sticks,” as the English 
call them, is a great relief when 
you are tired. If you want to take 
a particularly long look at some 
interesting view or at some par- 
ticular exhibit, that is the time 
when one of these sticks comes in 
handy. They can be bought at al- 
most any first class sporting goods 
store, as they are frequently used 
by shooters. 

Well, boys and girls, here’s 
wishing you a fine time at the 
Fair. Of course, it would be su- 
perfluous for me to suggest finally 
that you carry a fountain pen and 
an envelope full of stamps so 
that in between times you can 
write to all your friends and rela- 
tives, and possibly an associate 
editor, on picture cards. 














Designed for chopping at 
temperatures as low as 
50° below zero 


It's New, It's Different, and It Practically 
Sells Itself—The new Vaughan Sub-Zero Axe 
makes outstanding sales records where dealers 
display it—an axe that will "stand the gaff" 
in coldest weather. 


New Axe Beauty . . Distinctive Blue and Silver striped 
finish . . . Popular with Woodsmen and Farmers 
A tougher yet thinner all-tool steel blade 
that stays sharp—tough steel eye—electrically 
fused by Vaughan's patented process and 
double heat treated—high grade white hickory 
handle—all at no additional cost. 


BIG 3-COLOR DISPLAY FREE 


With any axe order, single or double bit. 
A tested sales producer. Lead your territory 
in axe sales with this new axe. Custom Built 
for cold climates. Write today for details! 


VAUGHAN & BUSHNELL MFG. CO. 


2114 CARROLL AVE., CHIGAGO, ILE, 
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"ELECTRO-LINE 
And Bess really “whoas” 


Realize a new high standard of safe, de- 
ndable stock control with ELECTRO- 
fence controllers. Engineered by 
engineers for complete safety. You are 
assured of unparalleled performance, 


Both battery and line operated models 
are available. Completely weather- 
roof and fully guaranteed. Investigate 
LECTRO-LIN ality and perform- 


ance at your dealer, or write to... 


ELECTRO-LINE FENCE COMPANY 
121 North Broadway + Milwaukee, Wis. 
Approved by Wisconsin Industrial Commission 











Cabinet Size 
30”x14" 37%” 


Drawer Size 
0” 212"23%” Hi. 


i7- 


27 DRAWER 
STEEL UTILITY CABINET 


Can be used not only in your own store for 
small parts, but this 27-drawer cabinet can 
be sold to your regular trade. Ideal for 
samples, factory parts, catalogues or other 
merchandise. Made of cold rolled steel, 
electrically welded throughout. Olive green 
finish. Adjustable steel partitions available. 


Write for Dealer's Uiscount 


STANDARD STEEL PRODUCTS CO. 
380 MAIN STREET, POUGHKEEPSIE, N. Y. 





Alabama, The Retai] Hardware 
Assn. of, convention and exhibit, May 
16, 17 and 18, 1939, at Mobile, Ala. 
J. H. Crowe, 410 N. 21st St., Birming- 


ham, Ala., is secretary-treasurer. 


Carolinas, Hardware Assn. of, June 
13-15, 1939, at the Ocean Terrace Hotel, 
Wrightsville Beach, N. C. Arthur R. 
Craig, 407-11 Commercial Bank Bldg., 
Charlotte, N. C., is secretary-treasurer. 


Credit Congress, 44th Annual Con- 
gress, sponsored by National Associa- 
tion of Credit Men, Grand Rapids, 
Mich., June 12-15, 1939. Henry H. 
Heimann, One Park Ave., New York 
City, is executive manager. 


Eastern Hardware Golf Assn., 
annual golf tournament, June 1-3, 1939, 
Cavalier Hotel, Virginia Beach, Va. 
H. L. Gilliam, 9 Rockefeller Plaza. 
New York City, is secretary-treasurer 
of the association. 


Homefurnishings, Internationa! 
Market, June 5 to 17, 1939, in the 
Merchandise Mart, Chicago. 


Housewares Show, sponsored by 
New York Housewares Mfrs. Assn., 
July 10-15, 1939, at Hotel Astor, New 
York City. Mrs. Flo English, Hotel 
Pennsylvania, New York, is secretary. 


National Contract Hardware 






Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


Assn. convention and exhibit Oct. 2-5. 
1939, at Hotel New Yorker, New York 
City. J. Harold Dumbell, executive sec 
retary, Fulton Bldg., Pittsburgh, Pa. 


National Retail Hardware Con- 
gress, July 17-20, 1939, at Netherland 
Plaza Hotel, Cincinnati, Ohio. Rivers 
Peterson, managing director, National 
Retail Hardware Assn., Security Trust 
Bldg., Indianapolis, Ind. 


National Small Business Men’s 
Assn., Akron, Ohio, annual convention, 
June 27, 28, and 29, 1939, at Detroit, 
Mich. DeWitt M. Emery, is president. 


Toy Fair, April 17-29, 1939, at the 
McAlpin Hotel, New York City. Spon- 
sored by The Toy Manufacturers of 
The U. S. A., Inc., 200 Fifth Ave., New 
York City. 


Triple Convention of the American 
Supply and Machinery Mfrs. Assn., 
National Supply & Machinery Distrib- 
utors Assn., and Southern Supply & 
Machinery Distributors Assn., May 25 
to June 1, 1939, on S. S. Monarch of 
Bermuda on a cruise to Bermuda. Sec- 
retary of the American Assn., R. Ken- 
nedy Hanson, 1108 Clark Bldg., Pitts- 
burgh, Pa.; National Assn., H. R. 
Rinehart, 505 Arch St., Philadelphia, 
and Southern Assn., Alvin M. Smith. 
Smith-Courtney Co., Richmond, Va. 





Candy and Nut Department Brings 
Women to This Store 


(Continued from page 51) 


shell variety, we advertise them 
as such. 

“In order to successfully sell 
nuts you must merchandise them. 
One good way of attracting atten- 
tion to their quality is to have a 
kid cracking some of them in a 
show window. A dealer opening 
such a department should start 
off with the high quality nuts and 
nut meats, adding the cheaper 
quality nuts later on.” 

Talking cards are used with dis- 
plays of nuts and candies. A sign 
featured in the Valentine window 
read, “Candy is an energy builder. 
Fine for tired mothers, irritable, 
restless children. Candy peps you 


” 


up.” In speaking of the candy 


section, Mr. Hanssen says, “We 
decided not to try to buy the 
cheapest boxes of chocolates we 
could find. People want bargains, 
but when you sell them the cheap- 
est priced candy and .nuts you are 
not building good will. You must 
sell something that tastes good. 
Candy sold by a department such 
as ours should be good enough to 
serve at bridge parties. At Christ- 
mas time, in particular, you must 
sell candy that tastes good, then 
people will buy your candy again 
the next Christmas. You cannot 
be successful in selling candy un- 
less you give something of fairly 
good quality at a reasonable 
price.” 
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Visit the 
HOTEL 


ROLLFAST EXHIBIT McALPIN 


i See our New 1939 April 17 to April 29 
BICYCLES - VELOCIPEDES - PLAYCYCLES ROOMS 
and the popular ROLLFAST ROLLER SKATES 401+. 405 


Styled fer beaiily... made to lait 


D. P. HARRIS HOW. & MFG. COMPANY, INC., ROLLFAST BUILDING, NEW YORK, N. Y. 














ASBESTOS > : REALLY 
KINDLER WICKS a, KNOW 


FOR OIL STOVES, RANGE BURNERS ted 
AND HEATERS MY LINE ? 


THE a ingen "hi 
. . ‘Maybe you've handled LCN soon) 


Closers; maybe not. But in either case I 
wonder if you know how completely LCNs 
take care of the door closer part of a build- 
ers’ hardware contract. With single and 
double acting overhead and floor con- 
cealed and surface types in wide variety, 
LCN gives you EXACTLY the right closer 
for every (swing) door! Send for details.” 
— Elsie N., Norton Lasier Co. 472 West 
Superior Street, Chicago, Ill. 


Concealed and Surface 
DOOR CLOSERS 
in 86 Types and Sizes 














~ THE SENTINEL DEALER HAS NO “JUST-AROUND-THE CORNER* 
COMPETITION ON HIS OWN LINE > 


lO 


entine 


(QUALITY RADIO SINCE 1920 ) 








Sentinel Radio Corporation - Dept. HW - 2222 Diversey Pkwy., Chicago 
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Sales Building FOLDERS 





These are the keynotes of advertising suc 
cess that are bringing Foster |-B-M dealers 
constantly increasing profits. One of the 
latest Foster novelties are Sales Building 
Folders. We give you a liberal supply— 
imprint them with your name—FREE. Also 
available tree are a beautiful metal display 
stand. attention-getting newspaper electros 
... four-color window display. plus a guar- 
antee on every can that these products meet 
U.S G Master S 





D |-B-M- ASPHALT FIBRE 
ROOF COATING 
|-B-M- Liquia ROOF coating 
1-B-M ASPHALT PLASTIC 

ROOF CEMENT 
BLACK CAT Brand... A Quolity 
iz» Competitive Grade for Price Buyers! 


BENJAMIN FOSTER COMPANY 
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No. 10 Lindsay Blanket Pins 


STEEL—NICKEL PLATED—6 pins to card—% 
gross cartons. In bulk——-1 gross cartons. BRASS— 
NICKEL PLATED—6 pins to card only. End of pin 
is protected—no hing or hi Length 3% 
inches. Also used by campers, hunters, laundrymen, 
ete. If your jobber does not stock, write direct to: 


PERFORATED PAD COMPANY, 














Sole Distributors, Woonsocket, R. 1., U.S.A. 








DENISTON 


“Lead Seal” NAILS 


Get samples of this remarkable roofing nail 
which makes any kind of roofing give better service. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘‘Lead 
Seal'’'—the lead under the head and down the 
shank actually pluge the nail hole with lead! .. . 
Ask your jobber or write us for samples and dem- 
yaetrator Blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL. 
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The “Who Makes It?” issue of Hardware 


Age enables you to quickly locate sources of 


supply and helps you answer many ques- 


tions regarding brand names, products, etc. 


Traverse City, Mich.: Who im- 
ports the Edsbyn Swedish bushman 
saws? R. J. Kimmet. 


ANSWER: Bushman Saw Agency, 
5628 No. Karlov Avenue, Chicago, 
Il. 


” * * 


Monroe, Iowa: Who makes the 
Maud S. Windmills? R. C. Schultz 
Hardware Co. 


ANSWER: Lansing Motor & 
Pump Co., Lansing, Mich. 


® @& © 


Johnstown, Pa.: Who makes the 
Bell & Howell Cameras? Bantly 
Hardware Co. 


ANSWER: Bell & Howell Co., 
1806 Larchmont Avenue, Chicago, 
Til. 


* * 


Bay City, Mich: Who makes elec- 
tric pay meters for cottages? John 
W. Putz Hardware, Inc. 


ANSWER: International Register 
Co., 23 Throop Street, Chicago, III. 


Milford, Del.: Who makes the Dr. 
Daniels liniment and horse medi- 


cines? J. H. Humes & Son. 


ANSWER: Dr. A. C. Daniels, 
Inc., 172 Milk Street, Boston, Mass. 


8. = 


Coffeyville, Kan.: Where can we 
procure handles for a gas table-top 
stove made by O’Keefe & Merrit 
Co.? Robinson Furniture Co. 


ANSWER: 3700 E. Olympic 
Blvd., Los Angeles, Calif. 


e © © 


Washington, D. C.: Who makes 
the Peerless push and pull bars? 
Waldo A. Clark Co., Inc. 


ANSWER: Peerless Bronze & 
Aluminum Co., 533 Rivard Street, 
Detroit, Mich. 


Morristown, N. J.: Who makes 
the Leader water pump? J. Glick & 
Sons. 


ANSWER: Randle Machinery 
Co., 1729 Powers Street, Cincinnati, 
Ohio. 
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MAKES IT?” 


Information regarding sources of supply a» pro- 
vided readers of Hardware Age by the “Who Makes 
It?” editor is here presented as an aid to others in 
the trade who may be seeking the same articles. 
The inquiries reproduced have been selected because 
of their general interest to hardware merchants and 
buyers. This editorial feature in each issue supple- 
ments the service rendered by the “Who Makes It?” 
issue. When writing to the firms mentioned, state 
that you secured your information from the Hard- 
ware Age Directory Number. 


Waseca, Minn.: Where can we 
procure balsa wood? George L. 
Herter. 


ANSWER: The Balsa Wood Co., 
Inc., Pioneer & Imlay Sts., Brooklyn, 
N. Y.; International Balsa Corp., 98 
Boyd Ave., Jersey City, N. J., and 
I. H. Monteath Co., 204 Lewis St., 
New York, N. Y. 


Rosewell, New “Mexico: Who im- 
ports the Allerton’s Ltd., English 
Blue Willow Chinaware? Central 
Hardware, Inc. 


ANSWER: Maddock & Miller. 
Inc., 129 Fifth Avenue, New York, 
ee 


Roxbury, Mass.: Who makes Flex- 
wood Flexible veneer wall covering? 
Egleston Sq. Hardware Co. 


ANSWER: United States Ply- 
wood Corp., 46th Street & 12th Ave- 
mue, New York, N. Y. 


Joliet, Tl.: Who makes a janitor 
service wagon? Robt. Pilcher Paper 


‘Co. 


ANSWER: Jarvis & Jarvis, Inc., 
110 Pleasant Street, Palmer, Mass. 
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Haverhill, Mass.: Who makes the 
Greenalite shades for electric light 
fixtures? Haverhill Hdwe. & Plg. 
Supply Company. 


ANSWER: Faries Mfg. Co., De- 


catur, II]. 


* * * 


Jacob, Ill.: Who makes the Evans 
cigar lighter? Miesner Bros. 


ANSWER Evans Case Co., 21 E 
Street, North Attleboro, Mass. 


o * ” 


Dover, N. H.: Who makes the 
Vidrio electric fans? J. Herbert 
Seavey. 


ANSWER: Vidrio Products Corp., 
3920 Co. Calumet Avenue, Chicago, 
Il. 


Butler, Pa.: Where can we pro- 
cure a screw box set for cutting 
threads on wood? Hoffman Auto 
Parts. 


ANSWER: H. Boker & Co., Inc., 
109 Duane Street, New York, N. Y. 


* * * 


Owego, N. Y.: Who makes pick- 
out beak guards for hens to prevent 
their picking other hens or canni- 


balism? F. G. Houk. 


ANSWER: The Marvel Co., Ar- 
cadia, Calif., Production Labor- 
atories, Seattle, Wash., and Tito 
Morelli, Kirkland, Wash. 





RED DEVIL 





Unique Counter 


e cutting, precision- 


ors — SELL RED DEVIL They look the best because they are 
, IRVINGTON, N., J. 


LANDON P. SMITH, 
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MADE OF SPUN GLASS 


A marvel of modern science—the result 
of a year’s research—this new kindler 
—made entirely of woven glass has 
been PROVED in the home. It is 
superior in every way to old-style 
kindlers. Cash-in on this entirely new 
item—free from competition in price or 
performance. 


Be the Beatures 





first in a Instantly @ Out- 
lasts Several Ordinary Kin- 
your dlers @ No Soot @ Uses 


sommunity Less Oil @ Gives More 
r Heat 
to offer = 
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ASBESTOS COMPANY 
NORTH WALES, PENNA. 



















































































Clansihied Opporvtumilien Section... 





Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Clansified Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words...... $3.00 
All capitals, maximum, 50 words... 4.00 
Each additional word...... 06 


Positions Wanted 
(Special Rate) set solid, maximum, 
Be GO bob. 6605 06s0scetcnséon -50 
Each additional word ...........+.+. 01 
illow Seven Words for Keyed Address or Your Address 


BOXED DISPLAY RATES 
CO GN cp cnadndkinecerescscceess $5.00 
Each additional inch ........ 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 


4 insertions, 10% off; 8 insertions, 15% off. 

Due to the special rate, these discounts do 

not apply on Position Wanted Advertise- 
ments. 


REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency. 








HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.. New York City 











| Positions Wanted 


| Positions Wanted =| 
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HARDWARE PERSONNEL. OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street, 
New York. City. 





or Promotion Manacer 


Available! 
20 years’ experience—Advertising, Pro- 


motion, Sales Letters, Merchandising, 
Publicity, Public Relations, Adv. Agency 
practice. Young, versatile, employed. Ad- 
dress Box D-424, c/o HARDWARE AGE, 
239 W. 39th St., N. Y. City. 








YOUNG MAN EXPERIENCED IN PAINT, 
Hardware, Electrical and Plumbing supplies. Can 
do all kinds of Plumbing work, Electrical repairs, 
make keys and repair locks. Metropolitan District 
preferred. Address Box D-442, care of Harpware 
Acz, 239 W. 39th St., N. Y. City. 





SALESMAN, TEN YEARS’ EXPERIENCE 
COVERING hardware, fishing tackle, bicycle and 
building trade of Southern New York State, also 
seven years bicycle trade exclusively in south- 
west. Am single, middle aged, A-1 references. 
Address Box D-443, care of Harpware Aoz, 
239 W. 39th St., N. Y. City. 





MAN, AGE 33, MARRIED, COLLEGE 
GRADUATE with thorough experience in retail, 
wholesale hardware, and supply lines, desires 
position with firm offering opportunity. Sales 
manager or assistant position desired. Now em- 
ployed in such capacity. Address Box D-423, 
- of Harpware Ace, 239 W. 39th St., N. Y. 
ity. 





| CAN INCREASE YOUR SALES! 
Salesman, 45 years of age, with 28 
years’ experience selling tires, bat- 
teries, radios, and household appli- 
ances in every state in Union and in 
territory west of Soo in Canada, de- 
sires position with reputable manu- 
facturer anxious to increase his sales. 
For past 12 years have concentrated 
efforts in western states, and have 
personal acquaintance with every 
buyer for all jobbers west of Chicago 
and north of Missouri. Will take on 
any established line on straight com- 
mission, or will establish good line on 
salary and expense basis. Understand 
both Jobber and Dealer merchandis- 
ing problems. 

Address Box 0-419. care of 


HARDWARE AGE, 
239 W. 39th St. . ity. 


N.Y. © 














AM INTERESTED IN CONNECTING WITH 
reliable Manufacturer as Purchasing Agent. Ten 
years’ experience Motion Picture studio. Ex- 
cellent references. Address Box D-411, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 





HARDWARE MAN THOROUGHLY EX- 
PERIENCED IN Retail and Wholesale hardware, 
paints, sporting goods and kindred lines, desires a 
position with responsible retail firm. References. 
Capable of buying, bookkeeping and store manage- 
ment. In early fifties and good health. Free to 
go anywhere. Middle West South preferred. 
Salary secondary. Address Béx D-316, care of 
Harpware AGz, 239 W. 39th St., New York City. 





STORE OR DEPT. MANAGER FORMERLY 
in charge large Hardware Division leading Na- 
tional Chain Store Organization, thoroughly ex- 
perienced Modern Merchandising & Sales Pro- 
motion Methods, Buying Control and Store Ar- 
rang t seeks position with reputable indepen- 





SALES AND MANUFACTURING EXECU- 
TIVE, 45, capable and experienced, mechanics 
tool and builders hardware. Know costs, produc- 
tion, credits, advertising, export, domestic sales, 
and management. Can build up sales, manage 
factory, or relieve busy executive of burden of 
detail. Prefer small salary and bonus. Address 
Box D-449, care of Harpware Ace, 239 W. 39th 
St., N. Y. City. 





SALESMAN, FIFTEEN YEARS’ EXPERI- 
ENCE AND acquaintance in Metropolitan New 
York among leading hardware, housefurnishing 
and mill supply jobbers, chains, department stores 
and industrials, offers his services on a full time 
salary basis or would consider a few established 
lines on a commission basis. Address Box D-441, 
ym of Harpware Ace, 239 W. 39th St., N. Y. 

ity. 


dent dealer. Location no object. Age 36—mar- 
ried. Address Box D-431, care of Harpware Ace, 
239 W. 39th St., N. Y. City. 





HARDWARE MAN OF PROGRESSIVE 
ABILITY. Thoroughly experienced in general 
hardware, including all kindred lines such as sold 
by large first-class wholesale or retail hardware 
Business, also mill and factory supplies. I am 
a successful traveling salesman for jobber and 
distributor, also aggressive sales manager. Pro- 
ductive retail store manager, capable of carrying 
out effectively and successfully progressive prin- 
ciples of store management and business admin- 
istration. Willing to go anywhere. Am mar- 
ried, have pleasing personality, initiative, con- 
Structive ability, resourcefulness, dependability, 
fidelity and integrity. Protestant. Strictly tem- 
perate. Trustworthy. Address Box D-425, care 





of Harpware Ace, 239 W. 39th St., N. Y. City. 





SALESMAN 16 YEARS’ EXPERIENCE 
BUYING, Selling and Managing Hardware and 
[Implement Store. Would like connection witb 
Manufacturer or Jobber. Ohio Territory Pre- 
ferred. Married, own car. Willing to give any 
kind of reference. Address Box D-421, care of 
Harpware AcE, 239 W. 39th St., N. Y. City 





FACTORY .SUPERINTENDENT, 15 YEARS’ 
EXPERIENCE, manufacturing quality tools for 
one of the oldest and best plier manufacturers in 
the country. Thorough mechanic and a proven 
executive. Location no object. A personal inter- 
view will convince you of my ability to produce 
results. Address Box D-440, care of Harpwarr 
AcE, 239 W. 39th St., N. Y. City. 





WASHING MACHINE OR VACUUM 
CLEANER manufacturer, distributor, depart- 
ment store, or dealer will find me a profitable 
investment. I am seeking a connection that will 
make the best of my twenty years’ sales and 
service experience. I also have some valuable 
ideas for manufacturing. Address Box D-413, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 





24 YEARS’ EXPERIENCE SELLING RE 
TAIL and wholesale hardware, toys, sporting 
goods, mill, factory, plumbing and electrical sup- 
plies, radios, experienced in window display, store 
departmentizing, showcard and sign work, news- 
paper advertising. Wish to locate with good 
reliable firm, available at once. Am a producer 
for the best results. Address Box D-406, care 
of Harpware Ace, 239 W. 39th St., N. Y. City 





AM INTERESTED IN CONNECTING WITH 
manufacturers desiring alert hardware specialties 
salesman for California. Nine years’ experience 
specialty selling on the coast. Ambitious, thorough, 
honest and capable; excellent references either in 
New England or California. Willing to swe 
reasonable time learning details of line. Address 
Box D-415, care of Harpware Acz, 239 W. 39th 
3. B. F. Cay. 





TOOL AND DIE MAKER AND all around 
machinist. Can read blueprints. Over 15 years 
experience. Capable of accurate production, job- 
bing work; also experienced in window display 
fixtures and other novelties. Seek position where 
good workmanship and loyalty are an asset. _Can 
furnish bond or security for responsible position. 
Will consider part time position or by individual 
job. References furnished. Address Box D-433, 
care of Harpware Acz, 239 W. 39th St., N. Y. 





City. 
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[Accounts Wanted —| 








_ FOR TWENTY YEARS, ON ONLY two 
jobs for that fitted. I have been developing 
friendship with dware and lumber jobbers and 
desirable retailers in New York, New Jersey and 
New England. I know them all and they know 
me favorably but like petticoat salesmen after the 
war, the market for my present line is gradually 
vanishing. If you have opening for a Christian, 
forty-three years young, who has averaged between 
four and eight thousand a year for many years, 
snapshot and particulars will be supplied promptly 
to inguirers as responsible as advertiser. Address 
Box D-427, care of Harpware AczE, 239 W. 39th 
%. 5. E. Ge 








SALESMEN WANTED TO SELL A popular 
priced paint line to Hardware, Variety and Auto 
Accessory Stores, either full time or side line. 
Our line is a quick, steady, repeating seller, 
backed by factory guarantee and cooperation. 
Established dealer recognition. Commission basis. 
Address Box D-435, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 





AMAZING LAWN MOWERS. ELECTRIC- 
GASOLINE type. Absolutely different. Com- 
pletely revolutionizes lawn and weed cutter in- 
dustry. Comb puts tall, down or tangled grass 
or weeds into position to cut clean with Rotary 
Cutters. No friction parts. Agencies in virgin 
territory available. Address: Manhart Rotary 
Mower Co., 508 Brandeis Theatre Bldg., Omaha, 
Nebraska. 











WELL-KNOWN LOCK AND HARDWARE manu- 
fasturer wants traveling sales representative— 
Duties—Sell hardware trade. 

Loeations—North mid-west territory definite—pos- 
sibility of openings in other sections of country. 
Requirements—Knowledge of line. 

Several years’ selling experience as jobber’s sales- 
man or fact "s sal of similar line. 
Age—Preferably under forty. 

Good jobbing connections a decided asset. 
Recompense—Salary and traveling expenses. 

No manufacturer's agent or men carrying other 
lines need apply. Address Box D-434, care of 
Hardware Age, 239 W. 39th St., N. Y. City. 

















WANTED—MANUFACTURERS’ AGENTS 
AND SIDE line salesmen now calling on retail 
hardware, paint, department stores to sell new 
Razor Blade Scrapers that carry extra blades in 
handle. These steel scrapers are adjustable to 
six positive positions. Address F. B. Williams 
Company. 507 East Pershing Road. Chicago. Til. 


CHICAGO DUST & OIL MOP manufacturer 
ready for expansion wants experienced salesmen 
on commission basis. Exclusive territory and 
money making proposition, also protection on re- 
peat business. rite territory covered, lines 
carried, full details and references. Address 
Box D-446, care of Harpware Ace, 239 W. 39th 
t., Be. 3. Chey. 


SALESMAN WANTED BY RESPONSIBLE 
MANUFACTURER to sell five complete lines, or 
grades, of aluminum ware to hardware stores. 
housefurnishing trade, etc. Commission—paid 
weekly. Protected territory. Give full informa- 
tion regarding experience. State territory worked. 
Address—IIlinois Pure Aluminum Coimpany, Le- 
mont, Illinois. 


SALES REPRESERTATIVES WHO CALL 
ON builders hardware distributors and lumber 
dealers wanted by responsible manufacturer to 
sell inexpensive overhead garage door hardware 
sets on straight commission basis. Several good 
exclusive territories open. Repeat business is 
tremendous. Give experience and territory covered 
in reply. Address Box D-450, care of HarDWarE 
Ace, 239 W. 39th St., N. Y. City. 














SALESMAN — CALLING ON RETAIL 
HARDWARE ‘Stores and Locksmiths—handle 
complete line key blanks, padlocks, builders hard- 
ware and locksmith supplies for the fastest grow- 
ing locksmith supply jobber in America. Liberal 
commission. tected territory. Give full infor- 
mation on present line handled, territory covered 
and experience. Address Box D-447, care of 





flanpwarE Ace, 239 W. 39th St., N. Y. City. 


WANTED: SALESMEN NOW SELLING 
HOUSEWARES to hardware dealers, depart- 
ment stores, and other dealer outlets, who can 
properly handle additional line of cast aluminum 
utensils, pressure cookers, hotel ware. Must 
thoroughly cover territory by car—commission 
basis—exclusive territory. Give complete details 
—confidential. Address—National Aluminum 
Mfg. Company, Peoria, Illinois. 





SALESMEN WANTED BY LEADING 
MANUFACTURER of metal stove pads. Our 
product has taken the country by storm because 
dealers were alert to this outstanding value. We 
have several good territories still available to men 
calling on the hardware jobbing and department 
store trade. Liberal commissions paid. Give full 
information and territory covered. Address Box 
D-445, care of Harpware Ace, 239 W. 39th St., 
N. Y. City. 





EXPERIENCED SALESMEN WANTED— 
ESTABLISHED HIGHLY RATED firm—best 
grade mechanics’ tools. One _territory—New 
England; Second—Ohio, Michigan, ndiana; 
Third—Southeast. To sell on commission basis. 
If successful, small drawing account. Should 
handle one or two allied lines and be familiar 
with mechanics’ tools, no other need apply. Give 
oarticulars. Address Box D-381, care of Harp- 
ware Ace. 239 W. 39th St.. N. Y. City. 


HARDWARE AND SPECIALTY LINES TO 
sell to wholesalers and jobbers in the Northwest. 
Established firm in the Twin Cities. If_interested 
address Mayher Investment Co., 109 E. Kelloge 
Bivd., St. Paul, Minn. 


AUTOMOTIVE MANUFACTURERS’ 
AGENT, 19 YEARS’ standing, covering Middle 
Atlantic States out of New York City, open for 
one substantial line salable to AUTOMOTIVE 
jobbers or chain stores. Address Box D-444, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 


MANUFACTURERS’ AGENT, WELL 
KNOWN IN eastern territory. seeks two or three 
non-competing lines. Has following among both 
wholesale and retail trade and can furnish any 
required references as to character, ability, etc 
Address Box D-426, care of Harpware AGE, 239 
W. 39th St.. N. Y. City. 


[ Buriness Opportunities | 


HARDWARE BUSINESS AND BUILDING 
LOCATED in Westchester County on Main St. 
Long established. Price $35,000.00. Real op 
portunity. Address Box D-438, care of Harp 
warE AGE, 239 W. 39th St., N. Y. City. 


ONLY HARDWARE BUSINESS IN SMALL 
Pennsylvania town. Stock inventories abc 
$7,000—fixtures $1,000. In 3 story brick build- 
ing with barber shop also on first floor; 5 room 
apartments on 2nd and 3rd floors. Large cement 
warehouse in back. Will sell entire building and 
stock, or stock only with renting privilege. Ad- 
dress Box 1-439, care of Harpware Ace, 239 W 
39th St., N. Y. City. 





























PARTNER— MILL AND METAL SUP. 
PLIES—Heavy Hardware. Established Southers 
California Jobber has opportunity for capable ex- 
perienced man with from $5000 to $10,000 for ex- 
pansion purposes. Either as inside quotation man 
or outside salesman. Prefer responsible marrieu 
man about thirty-five. Correspondence invited— 
references exchanged—all replies strictly confi. 
dential. Address P. O. Box 1011, Beverly Hills. 
Calif. 











| Accounts Wanted | 


L Help Wanted J 











Well Known, Aggressive Organization 


well established in the West Coast States for past 

years, can take on commission basis one other 
account of high grade, dependable specialties for 
hardware, electrical and dime store trade. Satis- 
factory references offered. 


Address CLAUDE MICHAEL AGENCY 
109 East Dorat Street. Glendale, California 























CUBA. MANUFACTURERS’ REPRESEN. 
TATIVE COVERING CUBA periodically and 
well connected with the hardware importing trade 
can now give an additional line a very satis- 
factory representation throughout this territory. 
Sales to best accounts only. Straight commission 
basis. References and full details upon request. 
Address Box D-448, care of Harpware AGE, 





239 W. 39th St., N. Y. City. 


OFFICE MANAGER FOR MILL DISTRIB. 
UTOR in New York City. Must be thoroughly 
trained in accounting, and qualified to supervise 
salesmen’s records, check credits, install internal 
systems. and act as assistant to chief executive. 
Splendid opportunity for right man. State full 
particulars as to age, experience, etc. Address 
Box D-437, care of Harpware AGE, 239 W. 39th 
Se. . ¥.. Cie. 


WANTED: EXPERIENCED HARDWARE 
MAN. MUST BE CAPABLE OF MANAGING 
AND TRAINING INEXPERIENCED MEN. 
BUYER, AND A GOOD MERCHANDISER. 
CAPABLE OF MANAGING A LARGE RE- 
TAIL HARDWARE STORE. THIS JOB 
WILL PAY GOOD MONEY TO THE MAN 
THAT CAN PRODUCE. STORE LOCATED 
IN A LIVE INDUSTRIAL CITY OF EAST 
TENNESSEE. ADDRESS BOX D-436, CARE 
OF HARDWARE AGE, 239 W. 39th ST., 
N. ¥. CIty. . 











The Story of the 
“WANT AD” 


Year after year HARDWARE AGE has led its field 
in the volume of classified as well as display adver- 
tising published. @ Its classified columns have proven 


a valuable aid in bringing together buyer and seller. 





A Business paper’s value as a vehicle for 
“Want Ads” depends upon how widely and 
thoroughly it is read in its field. Every 
classified advertiser in placing his adver. 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that thir 
paper is most widely and thoroughly read 
in the hardware trade. 


employer and employee. Those who contact the 
hardware trade most closely know, from observation 
and experience. that HARDWARE AGE is most 
widely and thoroughly read by live hardware men. 


-++ HARDWARE AGE - - - 


239 West 39th St., New York City 
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It’s NEW! 


Here’s a spring cleaning item with 
an instant sales appeal. A GENU- 
INE WASHABLE, ABSORBENT 
SHEEPSKIN. 


















A Chamois Substitute at a Saving 
of 30% to 40% 


This genuine leather 

product will be in de- 
mand, once intro- 
duced to your cus- 
tomers. 














































New, prac- 
tical sales help, 
featuring a B.W.H. 
40 year old success. 
6 gleaming Boston 
Nozzles stand at atten- 
tion in modern setting, 
while 6 more nestle in 
storage bin at back. 


The BOSTON 
NOZZLE 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 






















Balanced FOR PROFITS 


This balanced assortment from 
“The Tool Box of the World”’ gives 
you 12 Stanley Nail Hammers 
. every one a fast seller. 


| STANLEY ] 


TRADE MARK 








Order From Your Jobber 


STANLEY TOOLS 


New Britain, Conn. 


= 
Balanced FOR SALES 




















































Genui"° DOMES 2 SILENCE 
SuDE SILENTLY - ~ SOFTLY - SMOOTHLY 
SAVE FURNITURE 

& FLOORS-CREATE Quiet 


Domes of Silence 


yenuin de 


Domes of S$ 


Rubber Cushion 


Ask your Jobber. If he is not supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St. N.Y. C. 
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Ruby Chemical - ae ee 
Rugg Co., The E. T............ 
Russell, Burdsall a Ward Bolt & 
Be GD, ccccccccccoesssces: 
Ryerson & Son, Inc., Jos. T. 


s 
Sager Lock Works ............ 
Samson Cordage Works 
Sand’s Level & Tool Co. . 
Sandvik Saw & Tool Corp. eee 
Mergent B GO. coccsccccvccece 
Beene BES GSE, .cccccccess 
Schacht Rubber Mfg. Co. ...... 
Schalk Chemical Co. .......... 
Schatz Mfg. 
Schlueter Mfg. Co. ds Sal aba Sn 
Schollhorn Co., The Wm. ...... 
Sentinel Radio Corp. .......... 
Shapleigh Hardware Co. ....... 











1 
eee Bronze Powder & Stencil 


Co. 
Sherman Mfg. Co., H. B....... 
Sherwin-Williams Co., The 
Signal Electric Mfg. 
Simplex Mfg. Co. 
Simplex Putty Applicator Co.. 
Smith, Ine., Landon P. 
Socony-Vacuum Oil Co., Bug-A 
BD. :9:0.0 0 09:6.0.45'6 55:5 6404050806 
Socony-Vacuum Oil Co., Tavern 
PROGRES ccccvccegececosees 
Benresses. CHP. cc ccsccevsoces 
Speedway Mfg. Co. ......+.+.:; 
Standard Fence Co. .........- 
Standard Steel Products Co. 
Stanley Tools, Div. of the Stan- 
FOP WOGER cicccicococcqcece 
taney Werte, TNS 2ccéccccsis 
Star Bieel Pinte Ce. .icccccsse 
WORNNIND, BNE ccc sccvcccccaese 
Sta-Tite Snath Co. ........... 
Stearns & Oe., B. O...cccsecces 
Steel Products Mfg. Co. ...... 
Stevens Arms Co., 
Stewart Iron Works Co., Inc., 
WO 2b.00dekeseretise ctceass 


— vssee Coal, Iron & Railroad 


me ..S PreGeets Ce. cccciccsce 
Tobacco By-Products & Chemical 
COPD. cecccccccccccccccccss 
Toolcraft — ccccccccnscoese 
Toro Mfg. 
Towsend Lowa Mower Co. 
HOE FP. ccccescvcsces 
Townsend, B. W. 
Trico Fuse Mfg. Co. PO 
MEMNWOEE cccccccesscevescese 
Triplex Screw Co., The....... 
Tubular Rivet & Stud Co. ..... 
Tucker Duck & Rubber Co. 
Turner, Day & Woolworth Handle 


OM, ccccccocecccesececsoces 








Union Fork & Hoe Co., The.... 
Union Hardware Co. 


We. BOGE GOED. oc cccccccccs 13, ¢ 


United Stove Co. ........++++. 
Utica Drep Forge & Tool Corp. 


Vv 


Vaughan & Bushnell Mfg. Co.... 
Vaughan Novelty Mfg. Co., Inc. 
Victor Electric Products, Inc. .. 
Vichek Tool Co., The.......... 


w 


Wabash Appliance Corp. ...... 
Wee BE GO ccccccvccesec 
Wall Rope Works, Inc. ........ 
Were BEE. GO, cccccccccessces 
Warren Tool Corp. ..........+. 
Warwood Tool = eerer rer 
Washburn Co., 
Waterbury Rope a. BRB. cccces 
Western Cartridge Me Se cccree 
Westfield Mfg. Co. 
Westinghouse Electric & Mfg. 
GB, iv ccccscceccocccseccces 
Wickwire Brothers 
Winchester Reneating Arms Co. 
Wiss & Sons Co., J......-005-: 


Wooster Brush 
Wright Steel & Wire Co., G. F. 


Y 
Yale & Towne Mfg. Co., The.. 





Sure ...I recommend Calbar 


CAULK-0-SEAL 


WITH CALBAR PRESSURE GUN 


1 recommend Caulk-O-Seal because I’ve 
learned that it does the best job. It’s super- 
plastic, weatherproof, doesn’t stain, chip or 
crack. Altogether — it’s the finest caulking 
compound I’ve ever used. And it’s sure easy to apply when 
you use the trouble-free Calbar Pressure gun. I couldn’t 
caulk without it. Caulk-O-Seal comes in Tubes, Cans, Drums 
and CARTRIDGES. Black and 12 colors. 


CALBAR 
PAINT & VARNISH CO. 
Mfrs. of Technical Products 
2612-26 N. MARTHA ST. 
PHILADELPHIA, PA. 





ORIGINAL 
MAYDOLE HAMMERS 


Now Backed by The Engineering, 
Production and Merchandising 
Skill of MAYHEW cere 











speapemnnics 
MAYDOLE HAMMERS for 
100 years have been recognized 
as the finest line of hammers in the 
world. Featuring the famous Adz Eye 
originated by Maydole. Every hammer 
is perfectly balanced. Order from 
your Jobber Salesman. 


SOLD EXCLUSIVELY THROUGH WHOLESALERS 


MAYHEW STEEL PRODUCTS, Inc. 
SHELBURNE FALLS, MASSACHUSETTS 











To completely satisfy your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N.Y. 











A Professional 


MITRE KIT 
Priced To Sell! 


Baker-MeMillen 
MITRE KITS 
are sturdy, qual- 
ity units, not 
toys. That’s why 
at only $2.50 
they appeal to 
both the _pro- 
fessional and the 
amateur. You'll 
find a big de- 

mand from aaa, model builders, home craftsmen and manual 
training departments. 

MITRE KIT has heavy cadmium guide post accurately indexed for 
45, 6714 and 90 degree crts. Price includes high grade back saw 
with a cutting depth of 2%”. Handles up to 2x4 sizes. Write today 
for our liberal wholesale proposition. 


THE BAKER-McMILLEN CO., 244 €. mitler Ave., Akron, Ohio 
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Feature this dynamic new 
Ray-O-Vac display dispen- 
ser that sells new power 
flashlight batteries by sug- 
gestion—two displays free 
with unit package of 48 
Ray-O-Vac Cells — retail 
value of unit package *4.80 
—your cost only $3.12. 


Barrer’ BATTERY 


Crue wo.2 Cer wo. 




















es 


Amazing new prefocused 
Ray-O-Vac Spotlight shown 


&\ at the left retails for only 
\98c, complete with Ray-O- 
sVac Long Life Armored Top 

s\Cells. Deal No.16, consist- 


\ ing of 6 Spotlights and 
s\ 48 Cells, retails at $9.48 
—your cost only 6.26. 
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HARDWARE AGE 














THERE ARE 


xtra SALES 


IN THEIR 


Extra. 


un 









i 









Super-X bullets hit * 
knockout blows by 
mushrooming perfectly. 







HE tremendous power built into SUPER-X 
Center-Fire cartridges is business-getting power 

op WESTERN dealers. 
“hig owgep & womary Fansport pilot and hus . 


Perfect mushrooming of the patented Lubaloy Soft C Mom, 
bint and Open Point Expanding bullets converts power the 8 Pah fet tnd ih ne 
UPER-X power intO maximum striking energy, 
iT ALL HUNTING RANGES! 
ighest velocity! WESTERN World Champion Ac- 
acy! The last word in cleanliness—due to non- 
tosive Lubaloy bullet jackets, non-corrosive prim- 
ng and smokeless powder! 










CENTER Figg CARTRIDGES 

















There isa Wy 


of sone tovwenet® SUPER-K canttidgr in the cat 
, :, e Winches the IF pte nthe modern ay 
ash in on the big 1939 WESTERN advertising ‘00 14 Popes 00 Wnchomwe sey ard 
ampaign which, month after month, is telling your \utctnedirtan 
tomers about SUPER-X center-fire game loads, fist shore you were ald raha chide» chan 
coupon, of write $48 ranges 


SUPER-X and XPERT shot shells and SUPER-X and 
XPERT .22’s. Profit more by stocking WESTERN. 
irder now from your jobber. 





Reproduction of striking 















TERN CARTRIDGE COMPANY, Dept. D-50, East Alton, III. rat SRM As ce tm ee an ~ B| 4-color full page 
d Ammen. Nar le mse tae ot World (nomen : ° 

Ne an i = , SUPER-X advertisement 

D ewann "RET _- ; -ZA1 which will appear in 














the May issues of all 
the leading sportsmen’s 
magazines. 











CO-OPERATE AND 
PROFIT FROM 
NATIONAL 
HARDWARE WEEK 
May 6 to 13 





per-xX 
CENTER-FIRE CARTRIDGES 
VORLD CHAMPION AMMUNITION 





1843- Supoieicn'sMWETYSIX YEARS OF HONORABLE SERVICE~1299 


a AS m~— ! ey V23 
Pale e. W) ,~ t ~ al 
X] > ~ my = 
ENDED A 
WIG EN SSS Sap 
oo Ne ) <2. 


“DIAMOND EDRGF1S A.QUALITY PLEDGE 


Success to You in Your coming National Hardware W eek-May 6 to 13 
Shapleigh National Series 256 HARDWARE AGE 








